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j ere’s what's going to hap- 
b= pen to you today. 
S| You are going to read 


through this damn special issue of 
Wizard Edge and something is going 
to grab you. It might be just a simple 
drawing whose passionate ink style 
just hits you on a gut level, or it might 
be a humble but enthusiastic quote 
that sticks in your mind. 

But you’re going to hear a new 
voice from the world of independent 
comics—a voice speaking out fo you 
for the very first time. Yes, today, 
someone whose name you have never 
heard before is going to reach out 
from all of the brightly colored Wiz- 
ard-ness and is going fo actually say 
something about comics that you 
yourself have never been able to find 
the proper words fo express, but you 
know to be true. 

And you, in return, are going to 
decide to seek out the work of that 
person; you're going fo say fo your- 
self, “You know what? This person is 
making me laugh, making me think, 
making me want to see more. | am 
going to write their name down, and in my next trip to the store, | am going to search them 
out and | am going to make a purchase.” 

Of course, talking out loud to yourself while you are in the can reading Wizard means 
you're one step away from dressing as a big foamcore Transformer at next year’s Chicago 
con—but that’s another subject all together. 

Let me tell you from personal experience that this will be a great experience for you. | 
have been on either side of this badly metaphoric coin; | have been the buyer and | have 
been the seller, and | am telling you that as far as comic buying goes in this “whatever age 
of comics this age is,” this new comic book-buying experience is just about the best expe- 
rience you can have as a comic reader. 

Nothing! Nothing beats the sheer thrill of discovering someone or something new! 
Something fresh! Something unique! It’s such a damn good experience that Wizard is ded- 
icating an entire issue to kickstarting it for you. 

Oh, and there’s the whole thing that every single person making the top 20 main- 
stream comics started out or continues to produce outstanding work in the independent 
comics field. 

Oh, and buying these creators’ books before they become “big deals” will enable you 
to be the snotty guy who goes on message boards and says, “Oh, his work sucks now. | 
loved his old stuff.” 

Not that anyone says that about me! 
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on ‘Bone’ 


t's a brilliant mid-October afternoon 
in Columbus, Ohio. The leaves on 

muithe trees have begun their color 
change, adding that ever-so-vital touch 
of majesty to fall. The normally quiet 
neighborhood has come alive with activ- 
ity, as businessmen and newly liberated 
women make their way back home in 
cars or on city buses. 

It's 1964 and Bonnie Smith has just 
arrived home from work with a present for 
her 4-year-old son—a stack of paper, blank 
on one side with Xeroxed memos from 
work on the other. Overly excited, the boy 
quickly grabs a box of crayons, sprawls 
out on the floor and begins drawing his 
favorite cartoon and comic-strip charac- 
ters like Huckleberry Hound, Popeye and 
Uncle Scrooge. Yet it’s three original char- 
acters, similar yet distinct from one another, 
that stand out from the rest. 

Although he certainly didn’t realize it 
at the time, Jeff Smith was making comic 
book history. 

“Growing up, | was always encour- 
aged to make up little stories and play with 
art,” recalls Smith. “Because of that, | made 
up the Bone cousins when | was 4 years old. 
| would make up little Uncle Scrooge-like 
stories with these three characters | called 
Fone Bone, Phoney Bone and Smiley Bone. 
Their adventures weren't too sophisticated, 
but their individual personalities were intact 
even back then.” 

Flash forward to 2003. The three Bone 
cousins have become staples of the small 
press community, with Smith revered as an 


by 


ra comes to an end as Jeff Smith wraps up hi d 
efore heading off to DC and ‘Captain 


icon among his peers and fans. Bone has 
won nine Eisner Awards, eight Harvey 
Awards and countless European awards 
for excellence. Yet despite the awards 
and accolades, as John Lennon once 
said, all things must pass, and come late 
summer, fans will see the highly antici- 
pated conclusion of the epic in Bone #56 
after a decade of publishing. 

While Bone's conclusion will be bitter- 
sweet for fans, for Smith it means so much 
more. After all, we're talking about a story 
that’s been with him most of his life, given 
him worldwide recognition and financially 
supported him and his wife. 

“These characters have been such a 
big part of my life since | was a kid that, 
when | finish them, I’m sure it's going to be 


end this summer. 


casey 


Seijas 


strange,” expresses Smith. “I'll probably 
miss working with them the same way you 
would real friends. | know these guys.” 
However, the Bone cousins have 
become much more than “real friends.” 
They‘ve become Smith’s family. Yet instead 
of finishing the final issue and resting on his 
laurels, Smith has decided to take on more 
projects, ranging from creator-owned Bone 
spinoffs, to collaborations with hot up-and- 
coming talent, to even taking on a DC icon. 
For the past decade, Bone has been 
regarded as a series that offers up some- 
thing for everyone—romance, humor, 
sword & sorcery elements and some of the 
cutest characters since Walt Disney rein- 
vented animation. While Smith admits that 
Bone's eclectic nature directly relates to his 


LL FONE Creator Jeff Smith has been chained to Bone for a decade, a solitary run that will 


JEFF SMITH 
BULT BOOKS 


/ 
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childhood interests—Charles Schulz’s Peanuts, 
Carl Barks’ Uncle Scrooge stories and early 
‘60s Batman comics—it wasn’t until he read 
the mother of all fantasy novels in high school 
that the concept of Bone came to fruition. 

‘When | first started doing Bone, people 
would ask me to describe it, and I'd always 
say ifs Uncle Scrooge meets Lord of the Rings,” 
explains Smith. “What liked about Lord! of the 
Rings was that the world seemed really com- 
plete. It seems like you could be dropped off 
somewhere in Middle Earth and all you'd 
have to do is find a litle trail and that would 
actually lead you to somewhere. It’s so believ- 

- able and thought out.” 

It was also in high school that Smith dis- 
covered alternative comics that were reprinted 
in Heavy Metal magazine. Smith would be 
introduced to the likes of Moebius and Simon 
Bisley, and he’d soon take an entirely new 
approach to the story that had been haunting 
him since he was 4. 

“| don’t know if a light bulb went off, but 
| had a desire to shift all these elements together 
and create something with the epic sweep of 
a ‘Star Wars,’ the adult fantasy comics of 
Heavy Metal, the mythology of Lord of the 
| Rings and my silly little Uncle Scrooge comics,” 
says Smith. “In my senior year, it all began to 
percolate and started to become what 
Bone is today.” 

After Smith graduated from 
Ohio State University, he tried sell- 
ing Bone as a daily newspaper 
comic. When that failed, Smith had 
hit a rut, and felt as though his dream 
had been crushed. However, a friend 
showed him a copy of The Tick in the 
late 1980s and Smith found new inspi- 
ration. Soon, Smith began picking up 
everything he could get his hands on, rang- 


3 AMIGOS The Bone cousins have weath- 
ered locusts, rat creatures and cow races. 


ing from Teenage Mutant Ninja Turtles to Love 
& Rockets, and began to realize that the under- 
ground comics movement might be the perfect 
place for his offbeat comic. 

Yet Smith remained cautious thanks to 
what he’d learned from the newspaper comic 
syndicates. Rather than jump right into pub- 
lishing Bone as a monthly comic, Smith laid 
out a very specific strategy that entailed pub- 
lishing only six issues and waiting to see the 
reaction from readers. 

Apparently, the research paid off. Bone 
#1 shipped in 1991 through Smith's self-pub- 
lishing company, Cartoon Books. The first 
storyarc, titled “Out from Boneville,” intro 
duced the Bone cousins, establishing Phoney 
Bone as the greedy shyster, Smiley as the lov- 
able goofball and Fone as the good-natured 
everyman. By Bone #6, Smith had a certified 
cult hit on his hands and the accolades began 
to pour in. 


| read the first issue probably 20 times,” 
says Sketchbook Diaries creator James 
Kochalka. “I felt really lucky to have stumbled 
across such a perfect little book, and I still do.” 

“| remember the first time | saw a Disney 
movie, the first Calvin & Hobbes strips | read, 
and the day | discovered Tintin,” says 
Strangers in Paradise creator Terry Moore. 
“The sheer delight of these discoveries has 
stayed with me a lifetime, and Bone is a mem- 
ber of this elite group.” 

While “Out from Boneville” gave Smith 
vital underground credibility, the second stor- 
yare, “The Great Cow Race,” established Bone 
as a certified comic book masterpiece. The 
story followed the ever-conniving Phoney Bone 
as he attempted to rig an annual cow race in 
order to win all of the townsfolks’ 

money. Not only did the Bone cousins 

truly shine in a story that ran the gamut 
of high action, intrigue and hilarious 
slapstick, but Smith learned this comic 
he’d assumed wouldn't 
make it past six 
issues had become 
award worthy. 

“Neil Gaiman told 
me, ‘You're going fo 
win some awards ¢ 
this year, and when 
you get that little piece of wood 
in your hands, take it home, 
look at it for a day or two, then 
put it away, and never think about 


itagain,” remembers Smith. 

“\think that was a very 
good piece of advice, but | 
remember being shocked 
and thinking, ‘Oooh, you 
1 think I’m going to win 
J awards? Really?” 

By 1993, he’d already 
won his first Eisner Award 
for Best Humor Publication, 
in addition to five other 
awards he'd picked up that 
year. By 2002, Smith would 
amass 34 comic awards. 
| He'd even heard a rumor 
| that “Simpsons” creator Matt 


series, and used Bone as an example of what 
he’d wanted “Futurama” to be like. 

For years, Smith felt as though he was on 
top of the world. His fan base seemed fo grow 
with every passing issue, and he'd actually 
convinced his wife Vijaya to quit her job as a 
computer technician and become his partner 
in Cartoon Books. However, with great suc- 
cess comes great criticism, and soon Jeff would 
have flashbacks to his misadventure selling 
Bone as a newspaper sirip. 

“There was a point during the ‘Rock- 
jaw’ storyline where a lot of people were 
really irritating me, and even recently with 
the ‘Ghost Circles’ storyarc which, while | 


was doing it, people were 
ie extremely annoyed with me 
about how slowly things were 
moving,” says Smith. “When peo- 
ple are negative, it’s really hard 
to sit down and draw because it’s 
a tremendous amount of work to 
4 write and draw and ink which 
is basically drawing every- 
thing again.” 
Despite fan grievances, the 


Jeff Smith on how he would describe Bone. 


biggest blow to both his work and his personal 
life would come from Cerebus creator Dave 
Sim. During the ‘90s, Smith, Sim and Terry 
Moore were considered the Holy Trinity of the 
small press, but after Sim took a potshot at 
Smith's wife in the pages of Cerebus, their one- 
time friendship became strained, and Smith 
even threatened to give Sim a “fat lip.” The 
two have never reconciled their differences. 

Despite all of this, Smith persevered and 
now sits on the brink of the series’ finale. While 
he prefers to keep details of the big payoff 
secret, he's quick fo offer up hints as to what 
will happen in the dramatic conclusion. 

“I's definitely a magnum opus ending, 
something building for over a decade now,” 
hints Smith. “The Rat Creatures will return, 
there’s a huge battle that'll last for the last 
three issues and Phoney and Smiley will actu- 
ally have to do some fighting in the war. 
Probably the most interesting and important 
part of the story is Fone Bone and Thorn have 
a slightly different mission where they have 
to defeat the Lord of Locusts by themselves. Il 
be very Stanley Kubrick-like.” 

Bone’s end has also opened doors for 
Smith, as DC Comics offered up Captain 
Marvel. While the 200-page epic was 
announced last summer (with a 2004 ship 
date), it wasn’t a surefire deal. In fact, if Bone 
is Smith's longtime girlfriend, then Captain 
Marvel would be his rebound. 

“| almost have no interest in working on 
someone else's characters,” scys Smith. “This 
particular case caught me just at the right time, 
just as Bone’s coming to an end. That's kind of 
emotionally frightening territory to be head- 
ing into. But the more | looked at the character, 
the more | thought, This is a character I could 
do something with.” 

According to DC Executive Editor Mike 
Carlin, the company wants Smith to bring 
what he’d done with Bone into the world 
of Shazam. 

“Erom the onset, 

Bone was a stand-out,” says 
Carlin. “I appreciated Jeff's 
draftsmanship and his ability t 
combine whimsy with adventure 
material. This is an area that mainsream 
superheroes have gotten away fom." 


Grp 7 


THROWING 
UME ABINE 


SHAZAM!E Jeff Smith bursts into the mainstream with an upcoming Captain Marvel project for DC. 


Surprisingly, the small press community— 
which at times denounces mainstream 
comics—has embraced Smith's jump. 

“It all really depends on your fan base,” 
says Jim Mahfood, who jumped from Grrl 
Scouts to Spider-Man: Tangled Web. “I've 
been lucky because I’ve developed a cult fol- 
lowing who read anything | do, and I'm sure 
the same thing will happen for Jeff. People just 
love his artwork and love the way he does 
comics, so | think that same following will 
carry over for him no matter what he does. 
He's got nothing to worry about.” 

Smith doesn’t see much difference 
between Bone and any other established 
comic on the stands. 

“| never really worry about being con- 
sidered mainstream or alternative,” relates 
Smith. “I've done some things in my career— 


| like going to Image—that irritated people 


who treat things like self-publishing extremely 


| seriously, almost worshipfully. Therefore, | 


don't view one kind of comic as automatically 


| so different as another. At this point, those 
| kinds of fans are slowly breaking down.” 


In addition to his DC work, Smith also 


| has more independent work on the horizon 


through Cartoon Books. First off will be a 


| follow-up to 2002's Bone prequel Rose, which 


will continue the story of a young Grandma 
Ben who was once queen of the world of 
Bone. After that, Smith will team up with 


| DC/Vertigo staple Paul Pope for a sci-fi series 


called Big Big, which he vaguely describes 


as, “a moder fable about the speed of light.” 
With a critically acclaimed epic nearly 


| wrapped, two DC projects brewing and 


another Cartoon Book slated, it’s clear that 
Smith is a modern day success story. 

“In some ways, the success of Bone is 
exactly what | had envisioned, but some- 
fimes it seems bigger than what | envisioned,” 
says Smith. “But even the full scope of the 
story got to be bigger than what | had orig- 
inally had in mind. At some point, | lost control 
of what I'd wanted from the story, but | have 
fo say it’s been kind of exciting to see.” 

Regardless of fanfare and awards , Smith 
knows it's the three characters that he cre- 
ated as a toddler that have shaped his life. 

“Bone has definitely consumed my life,” 
exclaims Smith. “But to be a cartoonist— 
especially an independent cartoonist—you 
have to want fo live like this. It takes a kind 
of person who couldn't possibly do anything 
else. | couldn’t be someone who works in a 
corporate office, | couldn't do accounting, | 
couldn't do anything. IF couldn't do comics, 
I'd be in so much trouble.” 

Naturally, Smith admits that three car- 
toony-looking characters have proven to be 
the biggest influence on his life. 

“For a decade now, my wife and | have 
taken this journey together, and it’s given us 
a house, it’s given us our living, it’s let us 
travel the world,” exclaims Smith. “We've 
seen Tuscany, Bordeaux, Paris. I’ve met every 
cartoonist | admire. I've spent time with Jules 
Feiffer, Charles Schulz, Neal Adams, Joe 
Kubert. Bore couldn’t have affected my life 
any more.” 
Casey Seijas’ mom brought him ne 
something when he was 4 years old. It 
was pull-up diapers. 


»hances are if you haven’t 


fy 


(heard about Idea + Design 
Sw Works’ 30 Days of Night by 
now, then you must be a resident of 
the totally isolated Alaskan town in 
which the story takes place. 

After all, since its debut in the summer 
of 2002, 30 Days has become not only 
the talk of both the mainstream and small 
press comic industries, but a certified 
overnight success story as well. Each of 
the three issues of the mini-series sold out 
faster than you can say “Dracula”— 
including all of the second printings—and 
now demand top dollar on the back mar- 
ket. Not to mention the fact that the 
film rights to 30 Days were recently 
scooped up for 
a reported one million 
dollars, with Sam Raimi 
(“Spider-Man”) con- 
firmed as executive 
producer (see 
related story on 
page 46). 

The suc- 


cess has been 


so overwhelm- 


times my wife Nikki and | just look at each 
other and start laughing. It's a little surreal 
even after all these years of pounding 
away to finally have something pay off.” 
But then again, with all of this hype 
surrounding a book whose back issues 
are as rare as filet mignon, you may have 
heard about 30 Days of Night, but never 
had a chance to actually read an issue. 
While the premise of a small Alaskan 
town that goes under darkness for 
a month being 

invaded by 
bloodthirsty 
vampires 
may sound 
cool, it def- 


by casey seijas 


initely doesn’t do this awesome story jus- 
tice. These days, the only way you're 
going to get a chance to read the mini- 
series is either by taking a mortgage out 
to buy the three issues or waiting until 
February for the trade paperback. 

Luckily for you, Wizard Edge has 
your hook-up. 

Granted, we can’t print all three 
issues here (IDW was saying some- 
thing about “not making a profit” on 
the trade—whatever), but we did con- 
vince series creators Niles and Ben 
Templesmith to offer up an eight-page 
prequel to the mini-series. For those 
of you who were lucky enough to grab 
all three issues of the mini-series, you'll 
get a glimpse at how the vampires 
came across Barrow, Alaska. Those 
of you who missed out on 
the series will get an idea 
as to why the 30 Days 

hype is warranted. @ 


well-dressed vampires need 
their nightly dose of blood. 
Fortunately for them, 
Barrow, Alaska has 30 
complete days of night. 


ing, even the series 
creators have a hard 
time believing it. 

“| still can’t believe it,” 
laughs writer Steve Niles. 
“W's scary and exhilarat- 
ing at the same time. | 
can’t tell you how many 


EB men tay ee Ary 


Look for is sequel to 30 Days of Night, Dar« Days, premiering in 2003 from iD 


i 
over | <OULD 3 
_ “ibe 


CLEARLY | : 
WAS WRONG. a POLICE 
‘ EMERGENCY, 


HOW CAN WE 
HELP YOU— 


he ph ys o v steve niles + ar! by ben temples smith «) 
www. steveniles com www. bine dsishiias com 


7 Ww if Cor me 30 Days of Night ™ and © Steve Niles, Ben Templesmith, and idea + Design Works. 
« LLC. IDW logo is ™ and © 2002 Idea + Design Works, LLC. All Rights Reserved. ~~~ 


Hel Pu 


WHOLE NIGHT TOGETHER 
PLAYING NEWLYWEDS AND 
NOW, AN HOUR BEFORE 
SUNRISE, YOU <0 AND 
SPOIL THE FUN. 


NO. | PONT 
THINK 30. YOURE 
THE ONE WHO WILL 
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DON'T DIE 
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LOOK AT 
IT THIS WAY. 


YOULL HAVE 
ONE HELL OF 4 
STORY 10 TELL! 


ZIP IT 
O'ROLIRKE. 
THAT FREAK 

KILLED KRIS AND 


NICE TRY, 
MEAT PUPPETS) 
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LIKE ILL BE 
MPROVISING 
SLEEPING 
ARRANGEMENTS 
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BEHIND A BLOOPY 
IWRDER SCENE, POLICE 
EPORT THE SUSPEC 
PLEO AND THAT THEY 
WERE UNABLE TO 
_APPREHENC... 


NO SHIT. 


DO YOU HAVE 
ANY IDEA WHAT ITS AND NOW 
LIKE TO BE ON THE A SPECIAL 
RUN ALL THE TIME? __ NATIONAL 
y0 You? GEOGRAPHICAL 


1 MEAN, 
LOOK AT HE. 1 SAN 
KILL EVERY SINGLE ONE 
OF YOU, BUT (1 THE ONE oe 
Wve Owe fae eto 
SUN. Tet OLD ALASKA, WHERE THE 
is SUN GOES AWAY AND 
[| STAYS AWAY FOR 
OVER THIRTY 
CONSECUTIVE DAYS, — 
OR SHOULD WE 
SAY NIGHTS. 


YOURE NOT 
OING TO BELIEVE 
WHAT [VE UST 
DISCOVERED. 


1 LOCATED AT 
THE NOBTHERNMOST 
POINT OF THE U.S., 
BARROW ALASKA 1S A 


REMOTE TOWN POPULATE? 


BY TRAPPERS, 
FISHERMEN ANC O/L 
WORKERS... 
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S MANLOW. 


«Bll? IT WILL 
TAKE MORE THAN 
THIRTY DAYS OF 
TOTAL DARKNESS 
70 GET THESE 
LOCALS DOWN... 


| STALGIA LANE Ahh, the 80s. Big hair, big 
_ robots and big guns. And the weapons weren't bad either. 
ence — Ne 
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Break out your Rubik’s Cube and Izod shirt as popular ’80s 
properties have come back in full force 


Cool J, “Don’t call it a comeback.” 
Maybe we should rephrase that: 
Call it THE comeback. 

In one of recent history's most unex- 
pected success stories, the ‘80s have 
returned with a vengeance. 

While 2002 may have been best 
known as the “Year of the Spider,” 
high-profile comic book relaunches for 
the Transformers, G.I. Joe, Thundercats 
and Masters of the Universe properties 
stole the spotlight, claiming responsibil- 
ity for record sales figures and bringing 
back fans who hadn't been in comic 
shops in years. 

“It’s actually kind of strange,” 
admits Transformers: Generation 1 
artist and Dreamwave President Pat 
Lee. “At the conventions, people are 
always coming up fo me saying, ‘This is 
the first comic I've bought in such and 
such years.’ | don’t think anyone could 
have predicted the floodgate that this 
would open.” 

These red-hot properties are elevat- 
ing independent publishers such as 
Dreamwave Productions and Devil’s 
Due Publishing into major players in the 
comics market while turbo-boosting the 
careers of young talents like Lee, 
Wilson Tortosa and Josh Blaylock. So in 
case you've been living in a cave for the 
past year, or if your ‘80s nostalgia is a 
tad rusty—no worries. Wizard Edge 
brings you up to speed on the current 
crop of red-hot retro books! 


i: the immortal words of rapper LL 


TRANSFORMERS: 
GENERATION 1 
(Dreamwave) 

CREATIVE TEAM: Writer: 
Sarracini, Artist: Pat Lee 

WHY IT’S AWESOME: Who doesn’t 


Chris 


love giant robots turning one another 
into scrap metal? Toss in classic charac- 
ters like the fearless Optimus Prime and 
backstabbing Starscream, as well as the 
ability to transform into everything from 
cassette players to tractor-trailer trucks fo 
dinosaurs, and you've got the recipe for 
giant robot nirvana. The epic battle 
between the courageous Autobots and 
evil Decepticons has been a phenome- 
non that’s won the hearts and dollars of 
kids worldwide. Publisher Dreamwave 
has even rolled out all-new Robots in 
Disguise for the next generation with 
GI's sister title Armada, as well as The 
War Within, a mini-series chronicling 
early life on Cybertron and Optimus 
Prime's rise to Autobot leader. 

WHAT’S HAPPENIN’: Previously 
thought dead when their spaceship was 
destroyed while leaving Earth, the 
Transformers have been reac- 
tivated thanks to the interven- 
tion of the U.S. government as 
well as a greedy industrialist f 
named Lazarus. Presently, 
the Autobots are recovering § 
after narrowly defeating 
Megatron’s latest scheme to 
transform the Earth into a 
techno-organic planet similar 
to Cybertron. 

WHAT'S NEXT: This April, 
look for Autobot commander ff 
Optimus Prime to go solo on a 
planet-hopping quest of self- 
discovery in the six-part 
Optimus Prime mini-series. | 
Generation 1 returns with a § 
bang with the official sequel 
to the original G7 mini-series 
arriving in October. The 
Transformer guardian Omega 
Supreme has mysteriously 


summoned all the Transformers to Earth 
fo join forces and protect the planet from 
the arrival of the world-devouring entity 
known as Unicron. 

QUOTABLE: “Never in my wildest 
dreams could | have imagined that this 
thing would be so huge,” gushes Lee. “I 
had faith that it would do well, but this is 
something else. It blows me away to see 
the fans’ love for these characters almost 
20 years down the road.” 

IF YOU LIKE THIS BOOK, CHECK 
OUT: Jason and the Argobots 
(Oni Press) In a distant future, tech- 
nology has gone horribly wrong and the 
planet is slowly being destroyed by an 
unknown evil. I's up to Jason and his 
gladiator mech to stop the destruction 
and save the world. 


METAL HEADS Transformers, our 


favorite robots since Carson Daly. 


GNOME SWEET GNOME Hidget 
security reaches an all-time high with Cobra on alert. 


GI. JOE 

(evil’s Due/Image) 

CREATIVE TEAM: Writer: Josh Blaylock, 
Artist: Brandon Badeaux 

WHY IT’S AWESOME: It may not say so 
in Roget's Thesaurus, but trust us when we 
say Gl. Joe is synonymous with action. 
America’s highly trained special mission 
force defends the free world from Cobra, a 
ruthless terrorist organization determined to 
rule the world. Not an army brat? Don’t 
sweat it. There are enough ninjas, motorcy- 
cle thugs and Battle Android Troopers to 
quench the thirst of any type of 
action/adventure fan. Devil's Due’s first Joe 
series was such a hit, the studio launched 
Gl. Joe: Front Line, which features revolv- 
ing creative teams giving their spins on the 
Joe mythos. 

WHAT'S HAPPENIN’: After seven years 
out of commission, the members of G.I. Joe 
are forced out of retirement to take down 
the newly resurrected Cobra. After an 
attempted coup by the son of Destro, that 
slippery serpent Cobra Commander is back 
in the saddle, ready to kick puppies and 
take names. 

WHAT'S NEXT: In 2003, expect many 
classic Joes to return including Alpine, 
Bazooka and Cover Girl. Eagle-eyed fans 
should also be on the lookout for an 
appearance by one of the members of the 
Oktober Guard (Russia’s answer to G.I. 
Joe). Also, expect Flint and the Baroness to 
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get a little too close for com- 
fort when the two are 
abducted by a mysterious 
group of criminals. 
QUOTABLE: Fans can 
look forward to more reve- 
lations about the sneaky 
snake they love to 
hate. “Cobra Commander's 
seven-year hiatus didn’t 
occur without him making a 
few new enemies along 
the way,” teases Blaylock. 
‘We'll also return to the old 
theme of Suburban Cobra 
fronts—something _ that 
gives Cobra Commander 
yet another opportunity to 
kick a puppy—as he liked 
to do so much in the ’80s.” 
iF you LIKE THIS 
BOOK, CHECK OUT: 
Spec War (Peter Four 
Productions) Self-pub- 
lished by a retired Navy 
SEAL, Spec War follows a 
SEAL-type team on real-life 
missions similar to those taking place 
around the globe right now. No code- 
names, no Cobra, but if you want a real 
war comic, Spec War's your best bet. 


MASTERS OF THE UNIVERSE 
(MV Creations/Image) 
CREATIVE TEAM: Writer: Val Staples, 
Artist: Emiliano Santalucia 

WHY IT’S AWESOME: The mighty He- 
Man, the sworn protector of the mystical 
world of Eternia, along with comrades like 
the veteran soldier Man-At-Arms and the 
beautiful yet tough-as-nails Teela, battle 
to defend their planet from the 
villainous sorcerer Skeletor 
and his evil hordes. Shifting 
the action figure craze of the 
1980s into high gear, 
MOTU is revered as one of 
the most successful and 
respected franchises of all 
time. Now the most £ 
powerful man in the 
universe is poised for a 
multi-media comeback 
that boasts a toyline, a 
new animated series and 
a plethora of other muscle- 


lf, 


bound merchandise. 
WHAT'S HAPPENIN’: The 
action kicked off in 


November with a four- 

issue mini-series based 4 
on Cartoon Network's 
top-rated animat- 


ed series that follows a reimagined He-Man 
mythos. Even cooler, the series sports nifty 
variant covers by the likes of Mr. ‘80s himself, 
J. Scott Campbell and Masters of the 
Universe Magazine veteran Earl Norem— 
who's coming out of retirement fo take anoth- 
er crack at the bulging barbarian. 
WHAT'S NEXT: He-Man and Man-At 
Arms seek out the wisdom of the Sorceress 
in order to solve the mystery behind the 
strange crystal that’s given Orko his new 
powers. But what does Evil Lyn want with 
the crystal, and why does she risk disobey- 
ing her lord Skeletor in order to get it? If the 
initial four-issue series is a hit, you can bet 
your powersword that an ongoing series 
will follow soon thereafter. Also, in discus- 
sion are the possibilities for a four-issue 
mini-series chronicling the early days of 
King Randor and Keldor before there ever 
was a He-Man. 

QUOTABLE: “Masters of the Universe 
took one part fantasy with one part sci-fi 
and blended them flawlessly,” explains 
Staples. “That, coupled with the multitude of 
unique characters with amazing abilities, 
made the property a fan favorite that has 
stood the test of time. And the furry shorts 
didn’t hurt either.” 

IF YOU LIKE THIS BOOK, CHECK 
OUT: Bone (Cartoon Books) Granted, 
you won't find too many 

bodybuilders in loincloths 
in Bone, but with a f 
healthy dose of fantasy 
and sword-and-sor- 
cery elements set in a 
world of wonder, it’s 
the perfect compan- 
ion to MOTU. 


“If 


you need watchin, little feller, I'm your He-Man.” 


MICRONAUTS 
(Devil's Due/Image) 
CREATIVE TEAM: Writer: 
Dan Jolley, Artist: Steve Kurth 
WHY IT’S AWESOME: The 
Micronauts are a small band of 
freedom fighters (literally six 
inches tall in our world) that 
have united to put a stop to the 
hellish onslaught of the cruel 
warlord Baron Karza. With 
characters like rookie hero  \ 
Ryan Archer and iiber-badass J | 
Acroyear, not to mention tons of 
crazy robots and alien-type crif- 
ters, Micronauts the series (with 
kick-ass covers from 100 Bullets 
cover artist Dave Johnson) rep- 
resents a sci-fi fan's dream 
come true. 

WHAT’S HAPPENIN’: 
When a _transdimensional 
experiment goes horribly awry, § 
average joe Ryan Archer finds 
himself a wanted fugitive in a 
strange alien world. Separated 
from his protective ally foe 
Acroyear, Archer joins up with a F 
team of revolutionaries focused 
on freeing their homeworld from 
Karza’s crushing grip. 
WHAT'S NEXT: The big event 5 
for Micronauts come 2003 is the “Invasion” 
storyline which has the ‘Nauts returning to 
Earth to thwart an invasion by Karza’s 
forces. Plus, the powers that make ordinary 
schmoe Ryan Archer so special will finally 
begin to manifest. And if that’s still not 
enough pint-sized drama for ya, check out 


MICRO WAVE “We are not midgets. We pre- 
fer vertically challenged.” 


( 


CAT CALL “We find no humor in mocking 
midgets. Elves, however, are mad funny.” 


the Baron Karza four-issue limited series 
(available now) which features the tiny 
tyrants untold origin by Kurth and writer 
Jim Krueger (Paradise X). 

QUOTABLE: “I'm thrilled at the oppor- 
tunity fo write Micronauts,” gushes writer 
Dan Jolley, who takes 
the Micronauts helm 
with issue #6. “Both lit- 
erally and figuratively, 
it's as if I’ve been given 
a gigantic box of 
incredible toys to play 
with. Plus, I’m really 
happy that Steve Kurth 
and | will finally be 
working fogether; we 
met at a con about 
three years ago, and 
have been trying to 
find a project together 
ever since.” 

iF yOu LIKE THIS 
BOOK, CHECK OUT: 
Creature Tech (top 
Shelf Productions) 
Spawned from the 
mind of “Earthworm 


Jim” creator Doug TenNapel, 
Creature Tech has all sorts of 
kooky sci-fi elements and off- 
the-wall action. Plus, most of 
the characters are half bugs, 
which are pretty small, foo. 


THUNDERCATS 
Wildstorm/DO) 
CREATIVE TEAM: Writer: 
Ford Gilmore, Artists: Ed 
McGuinness, Ed Benes and 
Joe Pimenel 

WHY IT’S AWESOME: The 
hippest cats of the ‘80s, the 
| Thundercats provided an 
action-packed tour-de-force 
| featuring superhero-inspired 
feline characters battling evil 
mutants and the diabolical 
| Mumm-Ra to defend the plan- 
et of Third Earth. Thundercats 
classically blends sword and 
i} sorcery, martial arts action 
and cool characters like Lion- 
f O, Panthro and the mummi- 
fied Mumm-Ra. 

q WHAT'S HAPPENIN’: 

4 Taking place right after the 
J events of the cartoon series’ 
final episode, Lion-O and crew 
are in the process of restoring 
their homeworld of Thundera to its former 
glory. Unfortunately the ancient spirits of 
evil have once again resurrected their evil 
champion Mumm-Ra to try and to put a 
stop to our heroes’ efforts and destroy our 
favorite felines once and for all. 

WHAT’S NEXT: After the first series 
comes to a close, a five-issue series kicks off 
in February which has Lion-O returning 
from the Book of Omens Dark Knight 
Returns-style to discover that Mumm-Ra has 
taken over Thundera and disbanded the 
Thundercats. And if that wasn’t enough 
thunder-action for you, be sure and check 
out the Thundercats/Battle of the Planets 
crossover this spring. 

QUOTABLE: “For me, this was the one,” 
explains penciler Ed McGuinness in 
regards to his childhood fondness for the 
“Thundercats” cartoon. “There was just 
so much to it, everything from the music 
to the character designs fo their weapons. 
Even to this day when | see that intro, | 
get amped.” 

iF yOu LIKE THIS BOOK, CHECK 
OUT: Finder (LightSpeed Press) 
Similar to Thundera, the book finds a world 
where science and nature have formed a 
perfect symbiotic relationship, filled with 
strange creatures and lots of drama. 


EGG 23 


TECH WARS When things look bleak and 
trouble looms, just scream Fokker. 


ROBOTECH (Wildstorm/DO 

CREATIVE TEAM: Plot: Tommy Yune, 
Script: Jay Faerber, Artist: Long Vo 

WHY IT’S AWESOME: Facing an immi- 
nent alien invasion, humanity's last hope 
remains in the fusion of alien and Earth 
technology. The resulting Robotechnology 
produces amazing high-tech fighting 
machines such as the Veritech fighter, able 
fo transform from jet to robot mode. Cool 
robots and pyrotechnics aside, this sci-fi 
soap opera was one of the deepest 
and most emotionally complex car- @. 
toons of its day and was responsible 
for turning legions of children of the 
“80s on to anime. 

WHAT'S HAPPENIN’: Taking 
place shortly after the events of “The 
Macross Saga,” this _ six-issue 
mini-series will serve as both a pre- 
quel and sequel to the most 
popular incarnation of Robotech. 
Featuring extensive flashbacks, 
the series highlights the develop- 
ment of the SDF-1 and Veritech 
fighter planes as well as spot- 
lighting hotshot pilot Roy Fokker. 
WHAT’S NEXT: Fokker is 
forced to use the Veritech fighter in 


MEAN GREEN “tou'd be pissed 
too if Vanilla Ice lopped 10 years off your 
career.” 
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a real combat situation for 
the first time; unfortunately 
his rocky romance with 
Claudia Grant may be dis- 
tracting him from the 
mission at hand. Fans learn 
that Fokker and Captain 
Gloval’s history actually pre- 
dates their time served on 
the SDF-1. 
QUOTABLE: “A number 
of things set Robotech apart 
from all the other ‘80s car- 
toons,” explains Faerber. 
“But the biggest difference 
is that Robotech’s primary 
function was to tell a 
J story...not sell toys. Because 
the show didn’t pull double- 
duty as a 30-minute 
| commercial, ifs stories were 
surprisingly complex and 
adult. The entire series was 
one big soap opera, with its 
focus squarely on the char- 
acters, not the big robots.” 
iF you LIKE THIS 
| BOOK, CHECK OUT: 
Channel Zero (AiT/ 
PlanetLan) This science fiction-laced, 
techno-cool series about government 
cover-ups centers on a futuristic, Big 
Brother-ish New York and the rebels 
who fight for a better day. 


TEENAGE MUTANT NINJA 
TURTLES (Mirage) 

CREATIVE TEAM: Writer: Peter Laird, 
Artist: Jim Lawson 

WHY Il’S AWESOME: With their 


combination of martial arts mastery and 
smart-ass quips, this quartet of tenacious 
terrapins conquered everything from 
comic book shops to the box office. Now, 
the Turtles are back with a bi-monthly, 
black-and-white series by TMNT co-cre- 
ator Peter Laird and TMNT veteran artist 
Jim Lawson that stays true to the Turtles’ 
gritty, indy roots. 

WHAT'S HAPPENIN’: The Fab Four 
have returned to NYC and are ready to kick 
some shell. However, while the times have 
seemingly changed for our now older and 
wiser heroes in the half shell, the brothers 
find themselves swimming in a familiar 
pond with ninja assassins of the Foot Clan, 
a secret society of superheroes operating 
within the underground of New York and 
the T.C.R.I. aliens who've set up shop off the 
coast of Manhattan. 

WHAT'S NEXT: Laird is hesitant to 
divulge details but assures fans that this 
new series will continue to remain faith- 
ful to the feel of the original Mirage 
book. Also, fans looking for a full-color, 
monthly TMNT fix should keep their eyes 
peeled for this April's (no pun intended) 
upcoming Teenage Mutant Ninja Turtles 
series from Dreamwave. Based on the 
all-new cartoon version of the Turtles, 
the book kicks off with a five-issue arc 
written by Peter David with art by 
Transformers guru Pat Lee. 
QUOTABLE: Laird is quick to point out 
that the latest Mirage series will steer clear 
of the mistakes of the short-lived Image 
incarnation of the late ‘90s. “I can say that 
many characters from the original Mirage 
series will be making appearances,” reveals 
the writer. “And a few of the 
main characters will be 
going through some serious 
changes—though | hasten to 
add, they will not be having 
their hands chopped off or 
be turned into cyborgs!” 

iF you LIKE THIS 
BOOK, CHECK OUT: 
Infinite Kung Fu 
(Great Lakes Ninja 
Brotherhood) Nope, 
you won't find overgrown 
turtles in this book, but 
you will find all sorts of 
fast-paced kung fu action 
and mind-blowing art. 


VOLTRON 
(Devil's Due/Image) 
CREATIVE TEAM: Writer: Dan Jolley, 
Artists: Mike Norton, Clint Helinski and 
Tim Seeley 


WHY IT’S AWESOME: Before Power 
Rangers, five other young color-coordinat- 
ed pilots helped defend the universe with 
their martial arts skills and animal-based 
mechs. Taking place in a universe where 
science and mysticism went hand in hand, 
these defenders of the universe protected 
the galaxy from the evil forces of King 
Zarkon and his son, the vile Prince Lotor. 
And when things get hairy, our feam evens 
the odds by combining their lions into the 
mighty superbot, Voltron. 

WHAT'S HAPPENIN’: With the galaxy 
on the verge of war with the evil Drule 
Empire, Officer Hawkins of the Galaxy 
Alliance sends pilots Keith, Sven, Hunk, 
Pidge and Lance to the planet Arus in 
search of the mythical robot known as 
Voltron. However, the team is unaware 
that Drule King Zarkon has sent his own 
strike force of robot soldiers to Arus in an 
effort to intercept our young heroes. 
WHAT'S NEXT: The comic will be the 
first portion of the new Voltron launch that 
may see an all-new animated series 
and toyline, which will feature VEIL tech- 
nology that allows them to interact with 
the cartoon via flashing lights, sounds 
and messages. 

QUOTABLE: “We really want to push the 
envelope and bring a very modern feel to 
the classic Voltron characters, but 
keep the core essence intact— 


Voltron — like Transformers 


all except that flying lion thing. 


drama, intrigue and giant 
monsters and _ robots,” 
explains Devil’s Due 
President Josh Blaylock. “It’s 
like Transformers and Star 
Wars rolled into one.” 

IF you LIKE THIS 
BOOK, CHECK OUT: & 
Pantheon (Lone Star 
Press) Pantheon shows 
what happens when 
superheroes with super- 
egos get together and try f 
and take over the world. 
Sure, they may not fly 
around in mechanical 
lions, but the high-octane 
drama and stresses of sav- 
ing humanity's collective 
rear end is ever-present. 


BATTLE OF THE 
PLANETS (Top 
Cow/Image) 
CREATIVE TEAM: 
Writer: Munier Sharieff, 
Artist: Wilson Tortosa, Art Director: 
Alex Ross 
WHY IT’S AWESOME: A Japanese 
import sensation of the late ’70s/early ‘80s, 
“Batlle of the Planets” was 
a the story of a team of 
Japanese — superteens 
Mark, Jason, Keyop, 
Tiny and Princess) 
known as G- 
Force, | who 
defend the 
galaxy from 
} the threat 
gy of Zoltar 
»/ and invading 
forces of the 
planet Spectra. 
Currently, Top Cow’s new 
“<£j/ series brings the G-Force 
yy gang into the new millenni- 
um with an updated attitude 
and sense of storytelling. Plus, 
you can’t beat those breathtaking 
covers by Alex Ross. 
WHAT'S HAPPENIN’: After 
facing their first big mission, 
the G-Force team narrowly 
averts disaster by stopping the 
Spectran warship known as the 
_ lron Terrapin from destroying 
Central West. However, just 
because they made it through 
their first mission doesn’t mean 
that the G-kids can take a 
breather just yet. 
WHAT’S NEXT: A myste- 
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WHAT UP, G? When you're looking for the 
spot, we're the team to turn to. 


rious group of aliens from the planet 


Riga contact Chief Anderson in an effort 
to form an alliance against Spectra and 
reveal some shocking information per- 
taining to the origin of G-Force. Then, 
it’s off to the races for resident bad-boy 
Jason when he goes undercover to infil- 
trate a bunch of no-good racers 
who may be the result of Spectra’s 
experiments. 

QUOTABLE: “I can definitely say that 
I’ve been extremely gratified with Battle 
of the Planets because | haven’t really 
had to be micromanaging it,” says Ross, 
who explains that his involvement has 
relaxed since the first issue. “I’ve 
enjoyed what the writer has done and 
have given him the latitude of just not 
having my interference. He works in 
new bits of mythology with the old, 
which makes it seem much deeper and 
stronger, and the artist has totally got 
this whole manga thing down as far as 
making it look like the show.” 

IF YOU LIKE THIS BOOK, CHECK 
OUT: Blue Monday (Oni Press) 
Teen angst and lots of it, just like 
the kids in BotP. Not to mention a 
group dynamic that includes constant 
bickering, the occasional fistfight and 
mango-inspired art. ) 


This feature was the last work for Wizard by 
former Staff Writer James McDonough. The 
doctor is officially out. 
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Dawn and 
Darr 


Joe Michael Linsner opens up a new chapter of his 
sketchbook-—and his career 


indsight ain’t just 20/20. It can be down- 
right beautiful. 
Especially in the case of Joseph Michael Linsner. 

When the popular Dawn creator put together a 
collection of his best work in a gorgeous hardcover 
art book entitled The Art of Joseph Michael Linsner, he 
was forced to take a hard look at his portfolio. “I had 
to look at all of my work over the past 15 years and 
pick and choose out of the whole body of it,” reflects 
Linsner. “So | really got to look at my art, pretty criti- 
cally, for the first time in a long time.” 

Most artists shudder at the thought of confronting 
old work, but for Linsner, it was a chance to reflect on 
how much he’s grown as an artist. 

“l've definitely been growing and evolving, and 
the visions on paper are getting closer to the visions 
in my head,” says Linsner. “And it’s always little things. 
Little bits of rendering that I’m getting better at, learn- 
ing how fo use color better. I’m just learning how to 
paint more and more, getting more comfortable with 
my own style. I’m not fighting against my natural incli- 
nations, and | think my art is becoming more and more 
what it’s supposed to be.” 

And that’s great news for fans. With The Art of 
Joseph Michael Linsner on the shelves and numerous 
projects, including the long-awaited third Dawn mini- 
series, set to hit in 2003, Linsner is ready to take the 
next step in his evolution. 

But first, he’s giving us another peek into his ever- 
growing sketchbook. 

Enjoy! 


Batgirl 


What’s not to love about this busty rendition of Batgirl? For Linsner, Barbara Gor- 


don always had a way of being sexy and silly af the same time. “I’m a fan of the 
old Adam West ‘Batman’ TV series, where Yvonne Craig always had an air of goofi- 
ness about her,” admits Linsner, “Of all the comic book characters to make busty, 
Batgirl seems like the stupidest candidate, but something about a girl in a Batgirl 
suit with very large attributes just struck me as silly. Goofy, but sexy!” 

it's a combination Linsner feels more characters should display. “I don’t think 
enough people realize how essentially silly superheroes should be. My favorite 
superheroes have always had a light-hearted edge to them, and | guess that’s what 
| was after with this painting.” 
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Death 


What, you were expecting the Grim Reaper? Say 
hello to Linsner’s version of Death, the godly 
manifestation of Darrian. “His name is Cernun- 
nos, the Celtic name for the God of Death,” 
explains Linsner: “He’s based on the Celtic Horned 
God. in the Dawn mythos, he’s basically the most 
powerful character. He doesn’t say a whole lot, 
but whenever he appears, it's something to take 
strong note of!” 

When it comes to the intricate armor, Linsner 
draws inspiration from his hobhies. “As one of my 
pastimes, I'm constantly reading different books 
on medieval armor, armaments and all that kind 
of stuff, | never consciously sit down and try to do 

‘@ research—| just read about that stuff to relax, 
temas _cailid it Works its way out through my work.” 
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Horned Goddess 


Horns ore all the rage these days! “This is a character sketch that goes along with a poem | 
had written sometime last year which I'm going to be illustrating,” says Linsner. The goddess’ 
resemblance to Linsner’s version of Death ain't coincidence, either. “Just as every light has a shadow, 
the feminine and masculine archetypes have similar characteristics,” explains Linsner, “The 
Horned Gotldess is going to be the feminine aspect of Cernunnos, the Horned God.” 

And as Linsner points out, female versions of Death are nothing new. “Heck, look at DC 
Comics’ Vertigo version of Death! In many different world mythologies, Death is personified 
as femule. For the most part, I’ve chosen to portray Death us masculine, but this is going to 
be my exploration of the feminine version of Death.” 2 


Here’s a complete rundown of the best books from the 


top independent and small-press creators 


AGE OF BRONZE 

(image Comics) 

WHY IT’S COOL Eric Shanower’s 
critically acclaimed retelling of the Tro- 
jan War presents all of the dramatic 
events and prolific characters from that 
era: Helen of Troy, Achilles, Odysseus 
and the mighty Trojan Horse. Pick it up 
for the drama, humor and tragedy— 
and get a degree in Greek Mythology! 
IN ISSUE #16 Achilles is once again 
called to join in the fight against the Tro- 
jans. While his father sends him off with 
his blessing, his mother isn’t as support- 
ive — she believes she’s sending her son 
to his death and forbids him to fight. 
$3.50 (February) 


ARKANIUM (Dreamwave) 

WHY IT’S COOL In a dark future 
where political and social forces 
threaten to rip the world asunder, the 
hunt is on for a collection of mystically 
powered scrolls known only as the 
Arkanium. The legend of the Arkanium 
scrolls suggests that whomever unlocks 
its secrets will attain psychic and phys- 
ical perfection, converting the bearer 


into the dominant life force on Earth. 
Written by Brandon M. Easton with art 
by LeSean and Jason Martin. 

IN ISSUE #5 Rowan, an American 
weapons designer, goes on the offen- 
sive against Moukie, despite spiritual 
statesman Shing’s warnings. Mean- 
while, Moukie begins his plans for 
global domination. $2.95 (February) 


BEACH SAFARI (flop Shelf 
Productions) 

WHY IT’S COOL Newcomer and 
German import Mawil Witzel offers up 
a breath of fresh air with a graphic 
novel that’s both profound yet light- 
hearted. Plus, you can’t go wrong with 
a story that has a rabbit marooned on 
a desert island with three hot chicks! 
IN THIS ISSUE Beach Safari is a charm- 
ing tale of summer vacations, sunbathing 
and friendship, but on closer examination, 
it's a stirring examination of self-esteem, 
loneliness and the metaphorical concept 
of being marooned. $9.95 (March) 


BEAR (Slave Labor Graphics) 
WHY IT’S COOL Bear has a very hard 
life. Days wasted away in front of the tele- 
vision eating biscuits may sound good, 
and it would be if only Bear’s owner Karl's 
sadistic cat Looshkin wasn’t in the picture. 
For fans of Jhonen Vasquez and Evan 
Dorkin, series creator Jamie Smart's sense 
of humor is right up your alley. 

IN ISSUE #1 It's a cartoonish torture 
extravaganza! Among other monstrosities, 


Looshkin drugs Bear, thus sending him on a 
nightmarish trip that would freak out Jim Mor- 
rison. Looshkin also shoves Bear into a toaster 
and threatens him with knitting needles as 
well as military-grade plutonium. $2.95 June) 


BEELZA BOB (Comics Conspiracy) 
WHy IT’S COOL When series writer Doug 
Miers describes this all-new, full-color one- 
shot as “The Simpsons’ meets ‘The 
Osbournes,” how could you possibly pass 
itup? Beelza Bob follows a family of demons 
living in suburbia and playing apocalyptic 
games with Heaven for the fate of the Earth. 
IN THIS ISSUE All doesn’t go according 
fo plan when the Apocalypse goes down and 
Beelza Bob, an unimposing demon, is in 
charge of putting it right. He'll not only have 
fo deal with the Heaven higher-ups, but his 
wife Azmo Doris (who could quite possibly be 
worse than a demon) and kids Muffy Stop- 
holes and B. Lyle, who, for some reason, are 
always in trouble. Hmmm; maybe it’s because 
their parents are demons! $3.95 (April) 


BIPOLAR (ltemative Comics) 

WHy IT’S COOL Bipolar creators Tomer 
and Asaf Hanuka are twin brothers, and 
this series reflects their personal (albeit 
completely different) tastes. While they 
both offer up surreal stories, Asaf tells an 
ongoing tale called “Pizzeria Kamikaze,” 
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GOOD READS: FANTASY 


MAGIC BOVE 
THE ROBOT ELF 


ce veteran James Kochalko’s signature character, 

Hac Boy (who also ar tobe Kochalka’s autobiographical character), returns 
in what's guaranteed to be a very bizarre yet sweet graphic novel. While this hook 
_ is arreprint of Kochalle’sfirst—and highly ambitious—graphic novel, it includes 


an allnew ending. 


~ Magic Boy is a decrepit man. Lonely and confused, 


he decides to build 0 robot replica of himself. However, the robot goes 
insane and attacks its creator, then travels back in time to kill his creator's 
~ childhood self. The robot then lives out the entirety of his creator's life in 

‘his stead. 59.95 (February) 


while Tomer serves up personal insight 
stories about the world around him. 

IN ISSUE #4 “Pizzeria Kamikaze” fol- 
lows a broken-hearted guy who committed 
suicide and now roams a barren and eerie 
landscape, only to wind up at a pizza 
joint called Pizza Kamikaze. Meanwhile, 
Tomer offers a personal tale with a twisted 
time sense that will, as the creator puts it, 
“out you right now, a year ago in the 
future.” $2.95 (April) 


BLANKETS (Top Shelf 
Productions) 

WHY IT’S COOL After the underground 
success of his first graphic novel Good-bye, 
Chunky Rice, writer/artist Craig Thompson 
returns with an all-new graphic novel one- 
shot. Thompson received critical acclaim 
with his first foray, and small press fans 
have been anticipating his sophomore effort. 
IN THIS ISSUE Wrapped in the land- 
scape of a blustery Wisconsin winter, 
Blankets explores the sibling rivalry of two 
brothers growing up in an isolated coun- 
tryside. Top Shelf Publisher Chris Staros 
describes the graphic novel as “a tale of 
security and discovery, of playfulness and 
tragedy, of a fall from grace and the ori- 
gins of faith.” $29.95 (July) 


BLUE MONDAY: NOBODY’S FOOL 
(Oni Press) 
WHY IT’S COOL Chynna Clugston-Major’s 


raucous gang of Britpop teenagers from her 
hit series Blue Monday are back! Clugston- 
Major, whose writing and art style mixes 
influences ranging from manga to early ‘80s 
British pop music fo Buster Keaton films, is 
sure to please anyone looking for a a realis- 
tic view of growing up in modern times. 

IN THIS ISSUE In two short stories, 
Clover, Blue Monday’s resident Irish riot 
“grrl,” endures drunken louts on St. Patty’s 
Day, and the wannabe Casanova, Victor, 
gets caught playing Goth-boy dress-up 
on April Fool's. $2.95 (February) 


CEREBUS (Aardvark Vanaheim) 
WHY IT’S COOL By now we all know 
that Cerebus is comics’ resident aardvark 
with an attitude. Creator Dave Sim begins 
the final of his 26 years of publishing one of 
comics’ longest-running series, and while 
Sim’s been keeping a tight lid on details, you 
can bet it'll be chock full of surprises and 
senseless, earth-pig violence. 

IN ISSUE #287 The countdown to the 
end continues! In Part 22 of the “Latter 
Days” storyarc, one-time Pope Cerebus con- 
tinues his quest for meaning by not only 
confronting the ever-spiritual YHWH, but 
also God himself! $2.25 (February) 


CHEAT (Oni Press) 

WHY IT’S COOL If you've read Oni Press’ 
Hopeless Savages, then you know Christine 
Norrie’s art. Continuing the tradition of Andi 


HEY! GET IN TOUCH WITH YOUR FAVORITE COMPANY! 


* Watson’s Dumped, Norrie’s debut graphic 


novel Cheat is a modern tale of romance and 
the failure of love in NYC. 

IN THIS ISSUE Janey and Marc live a 
hectic lifestyle that constantly keeps them 
apart. When Janey strays, the facade of 
the happy relationship the couple has built 
begins to crumble. $5.95 (February) 


CICI (Spilled Milk Studios) 

WHy IT’S COOL Imagine living your entire 
life as a human, then one day discovering 
that you're a clone. That's what Cynthia Chris- 
tiansen discovered, and now she must ward 
off evil scientists and other horrible villains 
who want her for diabolical deeds. 

IN ISSUE #4 The Garbage Collector, a 
revolting fiend set to capture CiCi for his own 
twisted experiments,catches our heroine, but 
wait until you see what she has in store for 
him! CiCi makes her way to her birthplace, 
Mile High Technologies, and discovers she 
has several twin sisters. $2.95 (February) 


THE CLOCK MAKER 

(image Comics) 

WHY IT’S COOL Writer Jim Krueger (Earth 
X) and artists Matt Smith and Brett Weldele 
offer up a mythic epic of Sandman propor- 


tions with this 12-issue maxi- 
series. Hidden deep within a 
mountain is a massive clock, 
maintained by an ageless army. 
While one of the clock’s purposes 
is to cause and sustain the Earth's 
revolution, it's also the secret 
doorway to Heaven itself. 

IN ISSUE #2 Astrid, the 
daughter of the head Clock- 
maker, must assume her father’s 
position after he and her broth- 
ers die mysteriously. The giant 
clock’s history is told, and this 
issue also sees the first appear- 
ance of the Time Flies. $2.50 
(February) 


CLUMSY (op Shelf 
Productions) 

WHY IT’S COOL The debut 
work of Jeffrey Brown has 
been praised by the likes of 
Chris Ware and James 
Kochalka. The graphic novel 
Clumsy is a display of Brown’s 
keen sense of slice-of-life sto- 
rytelling, mixed with a unique art style that’s 
bound fo leave its mark on the small press. 
IN THIS ISSUE The bittersweet story of a 
year-long, long-distance relationship told 
through snippets of everyday life, Clumsys 
sure to leave you reminiscing about past loves. 
And there's lots of sex. $10 (February) 


THE COURIERS (AiT/Planet Lan 
WHY IT’S COOL Brian Wood offers up 


" 


the definitive sequel to last year’s hit 
graphic novel, Couscous Express. Team- 
ing with artist Rob G (Teenagers from 
Mars), The Couriers finds Moustafa, Spe- 
cial and company returning to their roles 
of defying authority and biting off more 
than they can chew in New York City. 

IN THIS ISSUE Bored with delivering 
food, Moustafa and Special become mer- 
cenary couriers. But when they transport 
a deaf-mute girl from Nepal, getting the 
Chinese Red Army Brigade on their backs, 
they realize that delivering humus wasn’t 
that bad. $12.95 (February) 


COURTNEY CRUMIN & THE 
COVEN MYSTICS (Oni Press) 
WHY IT’S COOL Comics’ favorite cur- 
mudgeonly kid returns in her second 
mini-series, written and illustrated by Ted 
Naifeh. Courtney has grown used to her 
strange suburban surroundings, but crazy 
Uncle Aloysius is up to no good with his 
coven business. Just what is he up to? 
IN ISSUE #4 March’s final chapter finds 
tension high as Uncle Aloysius’ coven is 
on the brink of exploding into an all-out 
war. While Courtney works to uncover 
the source, things are looking bleak for 
Aloysius and comrades. $2.95 (March) 


C.S.1.;: CRIME SCENE INVESTI- 
GATION (idea + Design Works) 
WHY IT’S COOL This five-issue mini- 
series brings the excitement of America’s 
#1-rated show to comics! Written by Max 
Allan Collins (author of Road fo Perdi- 


m going to be a thes charac 


tion as well as the C.S.I. novels) with art 
by Gabriel Rodriguez, C.S.I.: Crime Scene 
Investigation follows Gil Grissom and the 
rest of the C.S.I. team as they attempt fo 
stop a Jack the Ripper copy-cat killer. 
IN ISSUE #1 A serial killer is on the 
loose in Las Vegas, and the C.S.I. team 
realize that the homicides are reenact- 
ments of Jack the Ripper-style brutal 
murders. It certainly doesn’t help matters 
that Vegas is currently hosting a Jack the 
Ripper convention, leaving hundreds of 
potential suspects. $3.99 (February) 


DAME DARCY’S MEATCAKE 
(Fantagraphics) 

WHY IT’S COOL One of comics’ most 
beguiling personalities, Dame Darcy— 
musician, actress, cable TV star, fortune 
teller, doll maker and cartoonist—has 
been bewitching readers for over 10 
years with her neo-Victorian horror/ 
humor/romance comic Meatcake. 

IN THIS ISSUE Expect all of Dame 
Darcy’s classic characters to return, includ- 
ing Igpay the Pig-Latin pig, Stregapez (a 
woman who speaks by dispensing 
Pez-like tablets through a hole in her 
throat), Scampi the Selfish Shellfish and 
Friend the Girl. Meatcake is like a peek 
into the most deranged dollhouse you ever 
saw. $22.95 (June) 


DAYS LIKE THIS (Oni Press) 
WHY IT’S COOL Writer J. Torres 
captivated readers with his spot-on 
account of life in the ‘80s with 1996's 
The Copybook Tales. Now he returns with 
his long-awaited second shot at comics, 
an original graphic novel penciled by 
Scott Chantler. 

IN THIS ISSUE Days Like This takes 
readers back to the early ‘60s, when pop 
music ruled. Days follows Tina and the 
Tiaras, a girl group whose meteoric rise 
up the charts leads to trials and tribula- 
tions. $8.95 (March) 


DICKS AND DEEDEES 
(Fantagraphics) 

WHY IT’S COOL Jamie Hernandez (one 
of the veteran Los Bros. Hernandez) returns 
with his first new book since 2001, a wide- 
ranging and funky group of stories from 
such Hernandez works as Love & Rock- 
ets and Penny Century. 


IN THIS ISSUE Dicks and Deedees 
kicks off with “Election Day,” which sees 
the return of classic Hernandez charac- 
ters Maggie and Hopey. “Everybody Loves 
Me, Baby” features a flashback to the two 
character's early punk days. $18.95 (July) 


DOMINION (image Comics) 

WHY IT’S COOL After an alien virus— 
which has destroyed millions of 
worlds—infects humans, the wheels are 
set in motion for a new world order, or 
rather, a Dominion. The only thing that 
stands in their way is a group of humans 
with only their wits, bravery and will to 


live. Written by Ross Richie and Keith Gif- 
fen with art by Giffen and Claude St. Aubin. 
IN ISSUE #2 In the world of Dominion, 
never trust your eyes. When readers meet 
a strange yet beautiful mystery charac- 
ter, behind the come hither gaze lies a 
monster. $2.95 (February) 


FADE FROM BLUE (Second 2 
Some Studios) 

WHY IT’S COOL Following the lives of 
four very different half-sisters, Fade from 
Blue, by writer Myatt Murphy and artist 
Scott Dalrymple, runs the gamut of heart- 
wrenching drama to gut-busting humor. 


IN ISSUE #5 Freelance magazine writer 
Christa is caught up in some serious 
drama with her boyfriend’s sister. 
Meanwhile, readers will finally get to hear 
the story of the ever-happy Elisa’s “date 
from hell.” $1.50 (February) 


A FINE MESS (Alternative 
Comics) 

WHY IT’S COOL Fans of Matt Mad- 
den’s graphic novels Odds Off and Black 
Candy will now be able to get a regular 
dose of work from this innovative young 
talent with A Fine Mess. 

IN ISSUE #1 This issue collects various new 
comics and works-in-progress, including Mad- 
den’s “Exercises in Style,” which has already 
gained a following online. A Fine Mess cov- 
ers the map, showing Madden's range from 
rigorous formal experimentation to novelistic 
human drama. $3.95 (June) 


FIREBREATHER (image Comics) 
WHY IT’S COOL Writer Phil Hester (The 
Coffin) teams up with penciler Andy Kuhn 
to tell the story of the divorce between a 
typical suburban soccer mom and her 
300-pound, building-smashing monster 
husband—and in the middle is Duncan 


Rosenblatt, a half-human/ 
half-monster teenager. 

IN ISSUE #2 During one 
of his weekend visits, Dun- 
can’s pops puts him through 
a series of tests that will 
prove that he’s the rightful 
future king of the mon- 
sters...or kill him. And you 
thought final exams were 
tough! $2.95 (February) 


FOOT SOLDIERS VOL. 3 
(AiT/Planet Lar) 
WHY IT’S COOL Get 
ready for the triumphant 
return of Jim Krueger’s Foot 
Soldiers. The graphic novel 
follows the adventures of 
four normal kids living in a 
post-apocalyptic world who 
one day come across a 
stash of superpowered 
weapons in a superhero 
graveyard. However, when 
they try and fill the shoes of 
dl the greatest heroes that ever 
lived, things quickly go from bad to worse. 
IN ISSUE #3: The origins of the Foot Soldiers, 
and the nightmarish world they live in, are 
explained. A new member—The Spokesman— 
joins the team. $14.95 (February) 


FRANKIE STEIN! (idea + Design 
Works) 
WHY IT’S COOL Superman writer Steven 


T. Seagle teams up with Marco Cinello (a 
Nickelodeon Films animator whose résumé 
includes work on “Rugrats”) for IDW’s first- 
ever children’s story. 

IN THIS ISSUE Its Halloween, and all the 
kids in Transylvania, Pa. are preparing for a 
night of candy and pranks—all except Frankie 
Stein, who lives in seclusion. When Frankie's 
absent-minded dad, Dr. Stanley Stein, can’t 
make good on Frankie's birthday wish, the 
youngster runs away, only to encounter a 
world full of monsters! Price TBD (Summer) 


FREAKS OF THE HEARTLAND 
(idea + Design Works) 

WHY IT’S COOL Take the underlying 
moral of To Kill a Mockingbird, throw in 
IDW’s knack for producing utterly terrify- 
ing horror tales, and you've got the 
publisher's surefire hit, Freaks of the Heart- 
land. The one-shot graphic novel will be 
written and illustrated by the 30 Days of 
Night team of Steve Niles and Ashley Wood. 
IN THIS ISSUE Six strange creatures are 
born to the women of a sleepy southern 
town, sending the small community spiral- 
ing into a nightmare of hatred and denial. 
One boy sees past the ugliness and secretly 
befriends the creatures. Price TBD (Summer) 


THE GENERIC COMIC BOOK 
(Comics Conspiracy) 

WHY IT’S COOL Does it seem like main- 
stream comics are carbon copies of each 
other? That's the way Generic Comic creator 
Dour Miers feels, and he attacks the main- 


GOOD READS: MOMKETS 


~ Jennifer Be jac bonert 
~ set out for a relaxing evening at the movies. N 
nifer's world are never that ane since the on! 


good thn. $2. 5 (February) 


stream mentality with this hilarious ongoing. 

IN ISSUE #11 This issue starts a multi-issue story are in which 
Generic Man joins a superhero team. No longer a loner, he must 
find a name to distinguish himself from the other superheroes. 
$1.95 (March) 


THE GOLDEN VINE (Shoto Press) 

WHY IT’S COOL In The Golden Vine, Alexander the Great has 
accomplished his goal of ruling the world as a utopian society in the 
name of the Gods. Written by Jai Sen with art by Seijuro Mizu, Umeka 
Asayuki and Shino Yotsumoto, The Golden Vine mixes the worlds of 
classic Greek literature with manga art. 

IN THIS ISSUE: The year is 297 B.C. Alexander the Great has con- 
quered and united humanity into a world empire. However, the emperor 
is humbled by old age. On his deathbed, Alexander summons his 
estranged son and heir, Prince Alexander IV, to the world capital. The 
emperor's message warns of a conspiracy, hints at a secret by which 
the empire must be ruled. $24.99 (February) 


THE GOON 
(Albatross Explod- 
ing Funnybooks) 
WHY IT’S COOL Take 
one part Marv from Sin 
City, one part Hellboy, 
one part Wolverine, 
throw in some zombies 
and put it all in the 
Depression Era and 
you've got The Goon, one 
of the most rip-snortin’ 
comic series to hit stands 
in years. No deep hidden 
message here, just tons 
of un-PC ass-kickin’ for 
your pleasure. 

IN ISSUE #4. The Goon 
#4 features the debut of 
Drakston Entity (the 
Bizarrist) and features the 
first time you'll see the girlfriend of Franky (the Goon’s pupil-less, 
pint-sized sidekick). You'll also get a glimpse into what the Goon 
and his barfly pals do for fun, and according to series creator Eric 
Powell, “in a world as f---ed up as the Goon’s, pool and darts just 
don’t cut it.” $2.95 (February) 


SUCKS (40 Oz. 
Comieavinede Comics) 

WHY IT’S COOL Indy superstar Jim Mahfood brings his under- 
ground hit Grrl Scouts to Image with a four-issue mini-series. 
Adorable, smart and utterly hardcore, the Grrls wage a never- 
ending battle against corporate America and the puppet masters 
who pull the strings. 

IN ISSUE #1 In their last adventure, the Grrls destroyed the cor- 
rupt Nykee Corporation. Now, word has spread, so Gwen, Daphne 
and Rita must lay low, which means putting their lucrative drug-deal- 
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ing business to the side. To pay the rent, the 


Grrls soon realize they'll have to do the 
unthinkable—get legitimate jobs! $2.95 (Feb- 
ruary) 


HAWAIIAN DICK @mage Comics) 
WHY IT’S COOL It's 1953, and WWI vet- 
eran Byrd has just been kicked off the police 
force. With no other options, Byrd takes a trip 
to Hawaii to visit his old war buddy, Detective 
Mo Kalama. Nowadays, Byrd spends his days 
sipping tropical drinks and his nights helping 
his pal solve some of Hawaii's most bizarre 
supernatural crimes. Written by B. Clay Moore 
with art by Steven Griffin. 

IN ISSUE #3 The final issue of the three- 
part mini-series finds Byrd and Mo on the 
trail of a zombie and avoiding the traps 
that the cunning Bishop Masaki has 
set.$2.95 (February) 


HSU & CHAN 

(Slave Labor Graphics) 

WHY IT’S COOL Hsu and Chan Tanaka, 
the two pissed-off game designers from 
the monthly strip in Electronic Gaming 
Monthly (by Norm Scott), come to you in 
a quarterly comic. See the action, adven- 


ture and heart-wrenching 
drama that game fans have 
grown to love. And keep 
7 an eye out for a violent 
chipmunk as well. 

IN ISSUE #1 Hsu and 
Chan visit a gaming con- 
vention and run into a 
game-designing foe and his 
lackey. As complete and 
utter chaos ensues, an 
underlying love story 
unfolds. $2.95 (February) 


HOLLIDAY (Saddie 

] Tramp Press) 

| WHY IT’S COOL Thanks 
| to movies like “Tombstone” 
and “Wyatt Earp,” every- 
one knows the story of Doc 
Holliday. In the three-issue 
mini-series Holliday, the leg- 
end of the Doc takes a 
theatric turn and fills his 
world with not only out- 
landish Wild West elements, 
but horror as well. Case in 
point: Holliday’s gunfight 
with the devil himself in issue #1 that drove 
him on the path to madness. Written by 
Dave Samuelson with art by Jason Wright. 
IN ISSUE #3 The final showdown 
between Doc and Johnny Ringo and the 
Horsemen. The boys take the battle straight 
to the Horsemen’s home. And if the two 
come out of that scrape alive, they'll have 
an even bigger problem, each other. 
$2.50 (March) 


JACK STAFF (image Comics) 

WHY IT’S COOL Recenily picked up by 
Image, Paul Grist’s long-running indy series 
follows the adventures of Britain's greatest 
superhero, Jack Staff. For years, Jack Staff 
battled countless evil villains for the Queen, 
then one day mysteriously vanished. Now 
he’s back in Merry Old England, but the bad- 
dies aren't shying away from him. 

IN ISSUE #1 The debut issue from Image 
finds Jack taking on a 240-pound menace 
named Rage—a military experiment gone 
horribly wrong that Jack defeated 20 years 
ago. $2.95 (February) 


JENNIFER DAYDREAMER: 
OLIVER VOL. 1 

(Top Shelf Productions) 

WHY IT’S COOL Jennifer Daydreamer, 
who made quite a name for herself through- 
with her mini-comics work, cracks open her 
world with a new series of stand-alone books. 
Her work has been compared fo a dreamier 
version of “The Wizard of Oz” or a halluci- 
natory Harry Potter. 

IN THIS ISSUE In the first volume, simply 
tilled “Oliver,” three intertwined stories are 
set in Jennifer's unique, quirky landscape that 
feature the psychic Circus Zazael, bratty 
angels, thoughts that walk around and the 
title character Oliver, a small, pre-pubescent 
boy in a devil costume. $4.95 (February) 


LIBERTY MEADOWS 

(image Comics) 

WHY IT’S COOL Oh, to be an animal at 
the Liberty Meadows Animal Sanctuary. 
Not only do they let you drink, smoke and 
use foul language (as exhibited by the cast 


of critters that star in Frank Cho's award-winning series), but you 
get to have the stunning Brandy as your caretaker. Nice. 

IN ISSUE #30 Part One of the “Long Cold Winter” storyarc 
kicks off. All hell breaks loose in the sanctuary as the animals 
are soon at each other's throats after being cooped up while a 
blizzard rages. Brandy can do nothing but sit back and avoid 
the chaos. $2.95 (February) . 


LITTLE SCROWLIE 

(Slave Labor Graphics) 

WHY IT’S COOL Don't you just hate those goth kids you see 
in the mall that act all depressed but drive expensive cars and 
live off their parents? We all do, and Little Scrowlie (written by 
Todd Meister with art by Jennifer Feinberg) makes a point of 
calling those morbid losers out in a sublime yet hilarious way. 
IN ISSUE #1 Shipping in March, the debut issue of Little 
Scrowlie follows the 
daily life of a group of 
privileged goth kids as 
seen through the eyes of 
] their cats and a ghost 
| which haunts their every 
move. $2.95 (March) 


LOVEBUNNY & MR. 
HELL (evil’s 
Due/Image 
Comics) 

WHY IT’S COOL It's 
the world’s most dys- 
functional superduo! 
There’s Beth Bower 
(a.k.a. Lovebunny), a 
struggling superhero try- 
ing to make a name for 
herself after being a 
sidekick. She pairs up 
with her unlikely part- 
ner/pet, Mr. Hell, a cranky, eternally hungry demon. Read all 
about this buddy-cop movie gone wrong in the Image one-shot, 
written by Tim Seeley, Josh Blaylock and Brendan Hay with art 
by Blaylock, Seeley and Mike Norton. 

IN THIS ISSUE: Follow Lovebunny and Mr. Hell on their not-too- 
typical adventures with three different stories by three different 
creative teams. Among other things, you'll see the dysfunctional duo 
take on training with too much caffeine, house shopping with the 
Amish and an evening of ex-boyfriend stalking. $2.95 (February) 


MAGIC WHISTLE 

(Alternative Comics) 

WHY IT’S COOL For starters, series creator Sam Henderson (who 
has also written his fair share of episodes for Nickelodeon's “Sponge- 
bob Squarepants”) is hands down one of the funniest people in 
comics. Magic Whistle offers up extremely lowbrow humor that 
almost parodies lowbrow humor—but it’s enjoyable on either level. 
IN ISSUE #8 The latest edition of this multiple Harvey and Ignatz- 
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MAIL ORDER BRIDE 


nominated series has more of the gags and 
strips you've come to love, as well as the 
lead feature “Night of the Chug-bot.” $2.95 
(February) 


MAIL ORDER BRIDE 
(Fantagraphics) 

WHY IT’S COOL ExDisney animator Mark 
Kalesniko offers a look at life after a Korean 
mail order bride arrives to meet her Canadian 
husband. MOB will change anyone's per- 
ception regarding the little-understood world 
of mail-order marriages. 

IN THIS ISSUE: Monty Wheeler, a 
pathetic, emasculate, 39-year-old virgin strug- 
gling with his own societal demons, expects 
Kyung Seo fo fulfill his female Asian fantasy 
stereotype—domestic, obedient, hardwork- 
ing and loyal. However, the tall and accent-less 
Kyung is much more human than Monty is 
ready to accept. $19.95 (February) 


THE MALAY MYSTERIES VOL. 2: 
THE GHOST OF SILVER CLIFF 
(SHOTO PRESS) 

WHY IT’S COOL The Ghost of Silver Cliff 
is the second in Shoto Press’ terrifying Malay 
Mysteries series by writer Joi Sen, co-writer Eric 
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Bryden and art by Rizky 
Wasisto Edi. The blend of tra- 
ditional storytelling and 
manga art, topped off with 
presentation values 
that set a standard among 
= other small press publishers, 
makes for a compelling and 
enjoyable read. 

IN THIS ISSUE Plying off 
the events of Vol. 1, readers 
are introduced to the little vil- 
lage of Silver Cliff—rich in oil 
palms, protected from the sea 
by a natural bay, and per- 
fumed with fragrant wild 
jasmine. But legend has it that 
Silver Cliff is protected by a 
vengeful spirit, which a mer- 
chant ship that docks at the 
bay discovers the hard way. 
$6.95 (February) 


THE MASTERPLAN 
(op Shelf Produc- 
tions) 

WHY IT’S COOL Scott 
Mills, 2002's Ignatz Award 
winner fe Outstanding Story (Trenches), 
returns with an all-new graphic novel, The 
Masterplan. Mills crafts characters that 
you can’t help but fall in love with, as he 
did with Big Clay Pot and Trenches, and 
now with the 300-page The Masterplan. 
IN THIS ISSUE: The Masterplan bends 
the concept of sci-fi, similar to the works 
of Arthur C. Clarke and Stephen Hawk- 
ing. Carter Zacharis is a man who will 
stop at nothing to save the universe from 
its unrelenting expansion...and God help 


any man, or woman that gets in his way. 


$24.95 (June) 


MIDNIGHT MOVER 

(Oni Press) 

WHY IT’S COOL No one knows the 
underground better than writer Gary Phillips 
(Shot Callerz), and he offers up another 
glimpse into a ghetto-fabulous world. In this 
four-issue mini-series, join Phillips and artists 
Jeremy Love and Jeff Wasson on a ride 
through the sexy secret lives of the porn indus- 
try and LAPD. Covers by Harley Quinn 
penciler Mike Huddleston! 

IN ISSUE #1 For Danny, blunts keep 
the pain of his existence dull and bear- 
able while chaperonin’ ho’s keeps the 
rent paid. But when a girl gets knifed, 
Danny can kiss all that goodbye and say 
hello to life on the lam. For mature read- 
ers. $2.95 (March) 


THE MIRROR OF LOVE 

(lop Shelf Productions) 

WHy IT’S COOL Ever hear of a comic writer 
named Alan Moore and an artist named José 
Villarrubia? Of course you have, and you know 
they’re two of the best in the industry. The sub- 
ject matter of The Mirror of Love is a testament 
to understanding in difficult times. 

IN THIS ISSUE: Based on an anonymous 
poem written 14 years ago reacting to Great 
Britain’s anti-gay laws, Alan Moore retells 
The Mirror of Love, which is beautifully illus- 
trated with 40 breathtaking photos by 
Villarubia. Also included in this retelling is 
an essay about the poem and its previous 
incarnations, an index of characters and 
places and a selection of classic poems 
quoted in the text. Price TBD (September) 


GOOD READS: ROMANCE 


WHAT'S YOUR TASTE? WIZARD EDGE RECOMMENDS THE FLAVORS YOU LOVE... 


THREE DAYS (6 EUROPE 


Series creator Antony Johnston (who won the Inde- 
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pendent Publishers Book Award in 2002 for his work on Frightening Curves) 
teams up with Mike Hawthorne (Grendel) for a five-issue mini-series that finds 
two reluctant lovers named Jack and Jill on a madcap adventure across 


the pond, 


Jack’s on the run from art thieves, while Jill's on the run 
from...Jack?! Jack’s seen the error of his ways and wants fo patch things up with Jill, 
but unfortunately for him, Jill's caught up in the glamorous life of rock stardom, and 
she’s finished with Jack. Is there any hope for our couple? $2.95 (February) 
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MISFITS (nfinite Imaginations) 

WHY IT’S COOL A touch of religion and science jam-packed with 
drama and action. Misfits, written by Vincent Reda with art by Devin 
Collazo, takes a realistic view of superheroes not only in terms of hero- 
ics, but also relationships and the concept of the superteam in general. 
IN ISSUE #1: The Misfits tackle one of the deadliest obsta- 
cles ever: the meaning of life. Not afraid of pushing the envelope, 
Misfits #1 tackles the tough questions, like “Why am | here?” 
and “Who will decide our fate?” in this first issue that’s sure to 
change your perception on comics. $2.95 (February) 


MONKEY VS. ROBOT & THE CRYSTAL OF POWER 
(Top Shelf Productions) 

WHY IT’S COOL The first chapter of James Kochalka’s Mon- 
key vs. Robot series proved to be a hilarious yet meaningful 
graphic novel which, on the surface, found a band of mon- 
keys fighting an army of cold-hearted robots. Yet the underlying 
meaning of technology vs. nature had both fans and critics 
singing Kochalka’s praises. The Crystal of Power should prove 
to uphold the tradition. 

IN THIS ISSUE: Deep in the forest, Robots are gathering 
plant and animal samples and bringing them back to Mother 
Computer’s Knowledge Extractor for analysis. When one spunky 
monkey breaks free of the device, a short circuit burns out the 
power crystal of Mother's Cognitive Reactors. Now, the robots 
must find a replacement crystal, but the one they dig up is a 
sacred relic from a monkey burial ground. Needless to say, 
Round Two is on. $14.95 (March) 


OUTLOOK: GRIM 

(Slave Labor Graphics) 

WHY IT’S COOL Lesley Reppeteaux takes a humorous look at the 
horror genre with this new ongoing series. In addition fo clever writ- 
ing and characterization, Reppeteaux’s art style is reminiscent of 
Lenore creator Roman Dirge’s style. 


IN ISSUE #1 The first issue introduces the no-nonsense Wren 


and her happy-go-lucky gal pal Chloe. When Chloe buys Wren 
a Ouija board for her birthday, strange things naturally begin to 
happen—namely, ghosts invade Wren’s apartment. But when the 
ghosts realize that the classic horror film shtick doesn’t work, they 
resort to other forms of terror, such as leaving the toilet seat up, 
borrowing her favorite sweater and stretching it out. $2.95 (May) 


NIGHTFIRE (Legacy Entertainmend 

WHy IT’S COOL Mixing Whilce Portacio-esque art with a spec- 
tacular sci-fi tale of alien invasion, Nightlife offers up the tale of War 
of the Worlds for a new generation. Written by Jesse Mersier with 
art by Eric Leggs, Nightfire tells the story of a race of aliens who 
have destroyed over 2,000 different worlds—and Earth is next on 
the list! Now it's up to a band of heroes to save the day. 

IN ISSUE #2 Demolisher, a villain introduced in a previous issue 
who destroyed Detroit only to be put down by Nighitire, is back in 
the Motor City and up to his old tricks. Only this time, he’s got back- 
up, and the Nighifire team will definitely have their hands full. $2.95 
(February) 


PHANG & MAK 

(Silent Devil Productions) 

WHY IT’S COOL Writer Adam Beranek and artists Daniel Clark 
and Jason Day offer up an ongoing series about the world’s drunk- 
est vampire team. Phang is a bounty hunter who's trying to pay 
alimony doing odd jobs for the Chinese mafia, while his trusty 
dog Mak eats too many drugs and slurps up any blood his part- 
ner leaves for him. 

IN ISSUE #2 After taking care of a corrupt accountant that 
made the mistake of ripping off the Chinese mob, Phang has 
enough cash to not only pay off his alimony, but also enough for 
a wild night on the town with his best buddy Mak. Tanked to the 
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gills, the two eventually find themselves on 
the wrong side of the law, but when you're 
already dead, you've got nothing to lose. 
$2.95 (February) 


POPBOT (idea + Design Works) 
WHY IT’S COOL Two words: Ashley 
Wood. Wood's art serves up stylized grit 


that make him one of the industry's most 
unique talents. Add in the off-the-wall 
world of Popbot, full of rock-star cats, 
robot bodyguards and even Andy 
Warhol, and it’s clear Popbot is one of 
today’s most inventive books. 

IN ISSUE #4 IDW touts, “This issue will 
feature the biggest brawl in comic history!” 
When all hell breaks loose at Kitty's (the 
aforementioned rock-star cat) comeback 
show, it’s up to the reluctant Popbot to put 
the kibosh on the riot. Expect a few sur- 
prises, starting with a cameo appearance 
by Sherlock Holmes! $7.99 (April) 


REGARDS FROM SERBIA 

(Top Shelf Productions) 

WHY IT’S COOL For fans of Joe Sacco’s 
journalistic comics, you won't want to miss 
Aleksandar Zograf’s Regards from Ser- 
bia. A profound collection of Zograf’s 
comics and correspondence during the 
war in Serbia, this graphic novel captures 
the essence of life during wartime. 

IN THIS ISSUE This volume includes 
Zograf’s entire e-mail correspondence to 


his friends throughout the world during the 
bombing of his hometown of Pancevo, as 
well as all of the comic strips produced over 
the decade-long Bosnian/Serbian war. 
$19.95 (August) 


ROQW (Don’t Eat Any Bugs 
Productions) 

WHY IT’S COOL Series creator Ray Friesen 
promises to break new ground in silliness 
with this bi-monthly ongoing. RQW follows 
the madcap adventures of Raymond Q. Won- 
derful, an oblivious yet outgoing kid who 
seems to inadvertently find himself in side- 
splitting situations in which nonsense rules. 
IN ISSUE #1 RQW cranks up the slap- 
stick hijinks to 11, when Raymond finds 
himself delivering a top-secret package fo 
the cheese-loving King Houngadounga. 
Along the way he meets a talking penguin 
named Mellville, fights ninjas and buys a 
ridiculous hat. $2.95 (February) 


RUBBER NECKER 
(Altemative Comics) 
WHY IT’S COOL Nick Bertozzi, the 


exciting, inventive New York cartoonist 
best known for his Ignatz Award-win- 
ning Boswash and 2001's outstanding 
graphic novel The Masochists (which also 
garnered him a 2002 Eisner Award nom- 
ination) now unleashes his first ongoing 
series, Rubber Necker. 

IN ISSUE #3 Bertozzi’s Rubber Necker 
literally has something for everyone. In 
this issue, Bertozzi lays his characters’ 
souls bare with his bold, expressive car- 
tooning, the next minute he’s doubling 
you over with a bit of perfect streetwise 
dialogue, the next he’s teasing your brain 
with an ingenious twist on the workings 
of the comics page. $2.95 (March) 


SAMURAI GUARD 

(Colburn Comics) 

WHy IT’S COOL Take the ancient feudal 
system of Japan, throw it into modern times 
and amp if up to 11 with fast-paced action 
and you've got Kirk Abrigo’s Samurai Guard, 
an ongoing series from his creator-owned 
company, Colburn Comics. 

IN ISSUE #5 Samurai Guard focuses 
on a small island off the coast of Japan 
where the Japanese live in a society based 
on the Samurai. Mixing fantasy with 
authentic Japanese folklore, the island’s 
inhabitants must stave off a modern enemy 
invasion with nothing but their wits and 
swords to protect themselves. $2.50 (April) 


SAVAGE DRAGON @mage Comics) 
WHY IT’S COOL Erik Larsen’s cult-favorite 
series follows the adventures of former police 
officer Dragon, who along with his some- 
time allies the Liberty League, fights to make 
the world a better place. 

IN ISSUE #108 If you haven’t had a 
chance fo read Savage Dragon, February's 
issue #108 serves as a perfect jumping-on 
point. Can Dragon save a little girls life after 
she mistakenly puts on a pair of rocket shoes? 
Plus, a special surprise villain shows up. 


$2.95 (February) 


SHADES OF BLUE 
(Digital Webbing/ 
AMP Comics) 

WHY IT’S COOL A fun 
story written by Jim Harris 
and Rachel Nacion with art 
by Cal McDonald, Shades 
of Blue follows the adven- 
tures of Heidi Paige, a 
smart, funny, cynical—and 
above all else—superheroic 
teenager who fights the 
forces of evil in a small col- 
lege town called Harrington. 
If you like “Buffy the Vam- 
pire Slayer,” you'll definitely 
dig Shades of Blue. 

IN ISSUE #10 Issue #10 
finds Heidi trying to make 
amends with her friend 
Marcus. A new character is 
introduced to the Shades 
fold as well who just so 
happens to run Harring- 
ton’s psychiatric hospital. What’ he zal 
with his vested interest in Heidi? $2.95 
(February) 


SHI; THE ILLUSTRATED 
WARRIOR (Crusade Comics) 
WHY IT’S COOL Everyone's favorite 
Sohei warrior is back in the seven-issue 
mini-series. The Billy Tucci-created 
series finds a new Shi named Ana 
Ishikawa who’s out to avenge the murder 
of her grandfather at the hands of a 
twisted Yakuza. 

IN ISSUE #7 The dramatic conclu- 
sion to The Illustrated Warrior! Before 
Ana can complete her mission against 
the murderous Yakuza Lord Arashi, she 
must fight beside him against a band of 
rebellious Samurai. $2.99 (February) 


GOOD READS: abl-H 


SILENT DEVILS 


(Silent Devil Productions) 

WHY IT’S COOL In the ancient feudal 
land of Quantacticali, the bitter, 28-year 
feud between the noble inhabitants of the 
land and the brutal barbarians of the Nodori 
has finally ended and peace is once again 
restored. Now, a mysterious force threat- 
ens that peace, and it’s up to a band of 
brave warriors to stop the Nodori. Written 
by Christian Beranek with art by Chris Burke. 
IN ISSUE #1 Dark clouds are forming 
over the kingdom of Quantacticali, as word 
spreads of a mysterious, silent army that 
knows no mercy. Amidst the chaos, three 
noble warriors rise to the call, but can they 
survive the menace and—more impor- 
tantly—each other? $8.95 (February) 


THE SIMPSONS (Bongo Comics) 
WHY IT’S COOL America’s favorite 
dysfunctional family gets the four-color 
treatment thanks to the ongoing series 
from Bongo. Follow the wacky misad- 
ventures of Homer, Marge, Bart, Lisa, 
Maggie and the gigantic supporting cast 
in Spingfield, U.S.A. 

IN ISSUE #79 It's Christmas in Febru- 
ary as Grandpa Simpson gets his 
holidays confused and recalls to the Simp- 
son kids stories of Christmas’ past. Buta 
little holiday cheer at the wrong time of 
year turns out fo bea pleasant surprise 
for Bart and friends. $2.50 (February) 
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THE SKETCHBOOK DIARIES 

(top Shelf Productions) 

WHY IT’S COOL Since October 1998, 
indy veteran James Kochalka has kept 
a daily diary, drawn in comic strip form 
in his sketchbook. These strips perfectly 
capture the rhythm of daily life—from 
the hilarious to the sad, from the poetic 
to the drunken. The Sketchbook Diaries 
are arguably the best “slice of life” books 
to hit stands this year. 

IN VOLUME 3 Once again, Kochalka’s 
daily strips will cover the full spectrum 
of the human experience as he repro- 
duces his life in a series of four-panel 
comic strips. Expect more stories involv- 
ing his wife Amy, his cat Spandy and 
adventures with his band, James 
Kochalka Superstar. $7.95 (March) 


TEENAGERS FROM MARS (Self- 
Published/No company name) 
WHY IT’S COOL The kids from the 
small town of Mars have had it with 
authority figures. To top it all off, comic 
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books are being confiscated and 
destroyed, so the kids form the Comic 
Book Liberation Army and make a stand 
for their preferred reading. It’s all a nor- 
mal day in Rick Spears and Rob G's 
ongoing epic, Teenagers from Mars. 
IN ISSUE #5 The ignorant townsfolk 
of Mars have had enough of silly comic 
books and now it’s war. The 
local comic shop is shut 
down, Macon (the leader of 
the CBLA) is thrown in jail 
and comic books are 
burned by the dozens. Then, 
in April’s issue #6, things 
go from bad to worse. 
$2.99 (February) 


THREE STRIKES 

(Oni Press) 

WHY IT’S COOL Contin- 
ving their recent trend of 
publishing gritty, true-crime 
stories with unique twists, 
Oni offers up Three Strikes, 
a five-issue melodrama set 


in a world of crime written by Nunzio 
DeFilippis with art by Christina Weir and 
Brian Hurt. 

IN ISSUE #1 One man is pushed over 
the edge when California's Three Strikes 
law designates him a hardcore criminal 
destined to do hardcore time. He makes 
a run for it, jumping bail and ends up 
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with a tough-as-nails bounty hunter chas- 
ing him down. $2.99 (April) 


URBAN HIPSTER 

(Alternative Comics) 

WHY IT’S COOL Series creators Greg 
Stump and David Lasky take the everyday 
world around us and chronicle it in a cross 
between documentary and sitcom. 

IN ISSUE #2 The long-awaited follow- 
up to the Harvey Award-nominated debut 
features two engrossing stories: “Babette’s 
Feast” continues the saga of Chloe and 
Natasha, two thrift-store employees whose 
competitive friendship gradually reveals 
their secret hopes and desires. The sec- 
ond feature, “Four Twenty Five,” tells the 
funny and poignant tale of a recently laid- 
off urban wanderer whose life becomes 
increasingly consumed by his obsession 
with pinball. $2.95 (February) 


VAMPIRELLA (Harris Comics) 
WHY IT’S COOL In a dark realm of Hell 
called Drakulon, blood flowed like water 
and of that, a sexy vampire named Vam- 
pirella was born. Now, the character that 
was developed over 30 years ago contin- 
ues to be one of the hottest (both literally 
and figuratively) small press characters. 
Currently written by Jay Faerber with art 
by Matthew Clark, Vampirella remains as 
popular now as in her 1970s heyday. 
IN ISSUE #17 When Vampirella takes 
on a werewolf pack, things go from bad 
to worse when her reluctant compatriot, 
Detective Brewster, mistakenly joins the 
fray. While Vampy tries to save his butt 
from becoming werewolf chow, an even 
bigger menace awaits the two if they sur- 
vive the fight. $2.99 (February) 


VENTURE (image Comics) 
WHY IT’S COOL Reggie Baxter, an ambi- 
tious reporter, discovers the story of the 


century when he runs into 
Joe Campbell, a superhu- 
man immortal who helps 
those in trouble. The only 
problem: Joe wants to 
remain unknown while 
Reggie wants fame. The two 
come to a compromise in 
that Joe takes on a super- 
hero identity and Reggie 
documents his activities. This 
new ongoing comes from 
writer Jay Faerber and 
penciler Jamal Igle. 

IN ISSUE #2 After see- 
ing Joe use hissuperheroics, 
Reggie tracks down the 
reserved hero by any 
means necessary. Yet at the 
same time, Joe avoids the 
reporter at all costs. Will 
the Venture fail before 
it even begins? $2.95 
(February) 


VOICE OF THE FIRE 
(Top Shelf Productions) 

WHY IT’S COOL Once again, the duo 
of Alan Moore and José Villarubia team up 
for yet another telling graphic novel that only 
these two creators could possibly pull off. 
IN THIS ISSUE Teen witches, old 
warriors, mad poets and talking heads: 
In 13 self-contained stories, Voice of the 
Fire narrates the lives of a series of char- 
acters that lived in the same region of 
England over the course of 5,000 years. 
Moore weaves fact and fiction in tales of 
haunted lust, ghosts and longing, compli- 
mented with Villarubia’s computer- 
manipulated images. Price TBD (August) 


WILD STARS (Little Rocket 
Publications) 
WHY IT’S COOL In the distant past— 


GOOD READS: SUPERREROES 


WHAT'S YOUR TASTE? WIZARD EDGE RECOMMENDS THE FLAVORS YOU LOVE... 


POWERS 


Brian Michael Bendis’ oward-winning 
series finds Homicide Detective Christian Walker and his partner 


Detective Deena Pilgrim investigating murders ina city where heroes 
glide through the air and god-like alien creatures duke it out in the 
streets and sky. 


A decade-long feud between two of the 
world’s greatest superteams throws the entire world in chaos. So 
what can two detectives do in the midst of pandemonium, and what 
do they do with the hero that caused the foray in the first place? i 


$2.95 (February) 


VAMPIRELLA 
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75,000 years ago, to be exact—the 
human race began its migration into 
space. They colonized the brightest stars 
in the night sky, known as Wild Stars. 
Now, in modern times, their war against 
the planet-destroying Brothan will ulti- 
mately decide the fate of the universe. 
Written by Michael Tierney with art 
Armando Gil. 

IN ISSUE #8 The “Force Majeure” saga 
continues this month, as the folks onboard 
the previously unmanned ship Force 
Majeure: Prairie Bay continue their fight 
against Brothan. Tierney offers up more 
innovative twists and scientific theories 


with this issue. $5.95 (February) 


THE WIPEOUT (Fantagraphics) 
WHY IT’S COOL Francesca Ghermandi, 
one of the brightest lights of modern 
Italian comics, brings forth her crazy, sur- 
real universe which mixes the worlds of 
films like “Double Indemnity” with “Mul- 
holland Drive.” The folks at Fantagraphics 
call it “a violent, dream-laden fantasia 
whose twists and turns will delight any 
adventurous comic reader.” 

IN THIS ISSUE Jo Tartaglia, who works 
for a global cleaning company, is putting 
the finishing touches on a revolutionary 
new product that would clean everything. 
The only problem: When mixed with milk, 
it becomes a deadly poison. In typical 
film-noir style, there are plots within plots, 
not everyone ends up alive and those 
dead aren’t necessarily dead for good. 
$19.95 (April) @ 
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ee — In Hollywood, it’s as common 
| & traffic jams and gangsta 
rap, and Steve Niles had become all too 
used fo it. 

However, the transplanted Mid- 
westerner knew this time would be 
different. Hed just scored a chance to 
pitch a script for his horror thriller “30 
Days of Night” to one of his favorite 
directors. His confidence grew as he 
laid into the pitch, reassuring himself 
that this would be the one that would 
grant his wish to become a movie writer. 

But then it happened. 

“The director fell asleep in the 
chair!” laughs Niles. “I'd talk louder and 
he’d do one of those head bobs and 
nod right back off. It was humiliating, 
but kind of funny, too.” 

That was eight years ago, but these 
days, no one’s sleeping on Niles’ talent 
as a writer, be it comic fans, mainstream 
publishers or especially Hollywood big- 
wigs. Case in point: the aforementioned 
30 Days of Night, a three-issue mini- 
series from IDW Publishing that’s 
become the talk of Hollywood—and 
when it comes to this story about vam- 
pires that invade a small, northern 
Alaska town, talk isn’t cheap. The movie 
rights were recently acquired by Senator 
International (“Spider-Man” director 
Sam Raimi’s production company) for 
an estimated $1.2 million, with Raimi 
signed on as an executive producer. 

30 Days has evolved into a bona 
fide triumph for the small press and 
rocketed Niles and series artist Ben 
Templesmith into comic book celebrity 
status almost overnight. Yet surprisingly, 
the smash hit mini-series came about as 
a way for Niles and Templesmith to kill 
time in between other comic projects. 
This also wasn’t the first time Niles tried 


by 
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to sell the ii mini-series as a oe 
motion picture either. Read on as 
Wizard: Edge takes you behind the 
scenes of how an obscure mini-series 
created out of boredom became the 
hottest ticket in Hollywood. 


Since the success of 2002's “Spider- 
Man” film, Hollywood has made it 
abundantly clear that it is extremely 
interested in projects based on comic 
properties. Visit any convention and 
you'll hear buzz of the next big proper- 
ty or character destined for the silver 
screen. Yet while companies like Marvel, 
DC and Dark Horse have no problems 
selling their established and highly rec- 
ognizable characters as viable movie 
projects, independent creators still strug- 


gle just to sell their books, let alone even 
marketing their creator-owned projects 
as movies. 

Niles spent eight years of his life 
learning this the hard way. 

Despite the fact that he admits to 
being a lifelong comic fan, as well as 
working as a comic writer since he was 
19, Niles quickly admits that he always 
assumed that the four-color medium 
would serve as a springboard for his 
true passion—film. However, Niles soon 
learned that, like comics, moviemaking 
would prove to be a very competitive— 
and quite nerve-racking—business to 
break into. 

“It all started about eight years 
ago,” recalls Niles. “I was doing my 
first-ever movie pitch around town with 


BLOOD DRIVE Sam Raimi’s production company won a million-dollar bidding war for the 


movie rights to 30 Days of Night. 
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a story | had, and in every one of these 
meetings, someone would say, ‘So, what 
else you got?’ It was a good, but frustrat- 
ing, time. | was a wreck during the first few 
meetings—| think | even got sick once.” 

After Niles’ first attempt at selling a 
script failed miserably (coincidentally, 
the story Niles was attempting to sell 
would eventually become his Savage 
Membrane series, published by Dark 
Horse and IDW), he returned to his 
home state of Minnesota. It would be 
during this down time that the seeds of 
change were planted, and it all started 
with the vacation section of his local 

newspaper. 
“| was living in Minnesota at the 
time and | caught a tiny little article 
about a town in Alaska where 
alcohol was illegal,” says 
Niles. “The article explained 
the reason for the alcohol ban 
was because of the long period 
of darkness that falls on the town 
every year. | immediately jotted down 
‘Vampires’ next to the article. It just 
seemed natural.” 

Despite his previous unsuccessful 
attempts at selling scripts in La-La 
Land, Niles returned, this time armed 
with a revised script for “Savage 
Membrane,” and in case that didn’t 
work, he'd offer up a story about that 
sleepy Alaska town he’d read about in 

the newspaper. 

Unfortunately, Hollywood still 
wasn’t biting. 

“| pulled ‘30 Days’ out of thin air a 
couple of times and got no reaction,” 
reminisces Niles. “If | remember correct- 
ly, the overall reaction was, ‘Vampires 
are old news.’” 

In between seemingly countless 
rejections, Niles landed a gig as a 
writer for Todd McFarlane Productions, 
penning scripts for Hellspawn, Savage 
Membrane and his creator-owned pro- 
ject for Image, Fused. It was ‘during his 
stint at TMP that Niles would meet up 
with Templesmith, who at the time was 
Australia’s artistic answer to McFarlane 
staple Ashley Wood. The two would 
eventually team up on Hellspawn, but in 
the meantime, Niles still had “30 Days” 
rumbling around in his head and he 
saw Templesmith as the perfect artist for 
the side project. 

“We were bored while we waited 
for Hellspawn to kick-start again, so 
Steve sent me a list of amazing-sound- 
ing stories from which | found ‘30 Days’ 
the most interesting,” says Templesmith. 
“As soon as | read the concept, | had 


John Carpenter’s ‘The Thing’ in mind 
regarding atmosphere and the overall 
visual look.” 

While Templesmith began working 
on the vampire story, Niles began pitch- 
ing the series to the likes of Dark Horse 
as well as his current employer, TMP. 
Similar to his movie experience, each 
publisher declined Niles’ pitch. Then, in 
2001, IDW President Ted Adams and 
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WILD PITCH 40 Days of Night was a backup Hollywood 
pitch for Niles. He tried unsuccessfully to sell Savage Membrane. 


former TMP Marketing Director Beau 
Smith came into the picture. 

“Ted, Steve and |, we go way back 
to the [now-defunct] Eclipse Comics 
days, back in the ‘80s,” says Smith, 
who now works as IDW’s VP of Sales 
and Marketing. “Steve used to do the 
Clive Barker horror line for us there. So 
one day he tells us he’s got an idea 
knocking around and gives us a two- 
sentence premise, and both Ted and | 
said, ‘Yeah, let us wipe the slobber off 
our faces,’ because it was a brilliant 
idea. One of those where you go, ‘Why 
the hell didn’t | think of this before?’” 

“| think Ted and Beau just saw it as 
their good luck that nobody had picked 
it up, and they jumped on it as soon as 
| showed it to them,” says Niles. “They 
saw potential right away, before any- 
body else did.” 

The wheels were in motion, and it 
wasn’t long after IDW picked up the 
rights to 30 Days of Night (and thanks 
in part to the success of “Spider-Man”) 


that Hollywood soon began 
buzzing with news about an 
independent comic about vam- 
pires that invade a small, 
Alaska town—all of which hap- 
pened long before the first issue 
was even solicited! 

“We had a flood of calls 
from agencies and production 
companies the day the press 
release about the comic 
went up on the Internet— 
and this was three 
months before the first 
issue came out,” says 
Smith. “The thing was, 
these weren’t little, ‘I did 
an independent movie’- 
type people, this was 
A-list movie studios and 
agents calling. It was 
amazing!” 

Niles and Templesmith 
soon joined up with 
the Creative Artists 
Agency (CAA), one of 
Hollywood's biggest and 
most-respected agen- 
cies. Soon thereafter, 
Niles and Adams hit L.A. 
on a two-day marathon 
pitch tour. 

“Everybody knew if 
"Spider-Man” took off 
there would be a feeding 
frenzy in the comic 
world,” says Niles. “So 
Ted and | went all over 
town pitching, and just when 
| was expecting nothing to 
happen, we found out we 
had interest from not 
but several 
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one, 
potential buyers. 
We went from 


running all over 
town to sitting by 
the phone.” 

Even pro- 
duction com- 
panies that 
had previ- 
ously turned 
down “30 Days of 
Night” were now show- 
ing a renewed interest 
in the property. 

“Once 30 Days 
got exposed to the 
air, bang, it was 
over,” says Smith. 
“Even though he’d 
originally turned it 
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down, once the bidding war started, 
Todd [McFarlane] even offered to buy 
the option.” 

Despite hearing countless offers 
from numerous production companies, 
the 30 Days crew wouldn't bite until 
another person who'd previously shot 
down the mini-series came into the 
picture with a surprising piece of 
information. 

“[Dark Horse President] Mike 
[Richardson] called me and told me, ‘I 
gave 30 Days to Sam Raimi, and he 
thinks it’s one of the best horror comics 
he’s ever read,’” remembers Niles. “I 
asked Mike to repeat what he’d just 
said a couple of times. I’ve been a seri- 
ous Raimi fan for a long time, and just 
hearing he’d read and enjoyed some- 
thing | wrote was reward enough, but 
then to hear he wanted to make it into a 
movie—that was too much.” 

At the 2002 San Diego Comicon, 
IDW dropped the bomb that would not 
only rock the small press, but the main- 
stream boys as well. Niles and IDW had 
agreed to sell the rights to Raimi’s pro- 
duction company, Senator International, 
for a sum that totaled over $1.2 million. 
Shortly after the announcement, Raimi 
signed on as producer. Niles’ longtime 
dream had finally come to fruition. 

Despite the fact that “30 Days” is 
currently in pre-production with no 
release date set, Niles has been keeping 
busy revising scripts, learning the ropes 
of Hollywood and hanging out with 
some new friends. 

“I've met with Raimi and the other 
producers a bunch of times to work on 
the story,” says Niles. “Raimi challenges 
me to write the best story | can and he 
does it in a way that makes it all fun. 
I'd leave every meeting and go sit 
in my car and write new drafts 
of the outline because | 
was so pumped from the © 
meeting.” 

Even Templesmith has 
got into the action. 
“My art was used 


NIGHT FEVER The inspiration for 30 Days of Night came from a newspaper article Steve Niles read 


about a town in Alaska that had banned alcohol sales because of its annual monthlong period of no sunlight. 


in the initial phase of pitching,” says 

Templesmith. “As to further involvement, 

that has yet to be worked out, though 

signs are good. I’ve been told Raimi 
digs my stuff.” 

However, “30 Days” hasn’t just 
been a boon for its creators, but its 
publisher as well. 

“Within the Hollywood sys- 
tem, that put us on the 
radar,” says Smith. “All 

of a sudden, we're get- 

ting calls from studios 
on a daily basis 
asking us what 


else we've got. Even the books we 
haven't solicited yet, they want those, 
too. It’s kind of overwhelming for us, 
but overwhelming in a good way.” 
Working with the man_ that 
brought Spider-Man to life for mil- 
lions of fans worldwide aside, Niles 
admits he feels incredibly lucky for the 
opportunity he’s been given. Yet 
despite the big paycheck and the fact 
that he’ll see a story he wrote on the 
silver screen, the most exciting aspect 
about the whole process goes back to 
what got him here in the first place— 
the chance to tell stories for a living. 
“1 still don’t fully comprehend it 
all,” laughs Niles. “The money, the 
deal, the attention all lead back to 
my being able to write more and 
have more people read and see what 
| do. That’s the top of the mountain in 


my book. That's the best.” Cc) 


Staff Writer Casey Seijas has never been to 
Hollywood but he’s had his share of people 
fall asleep on him while he was talking. 


IP as you float c across othe : h 
y ‘aware of feet are — commuting, € cu “J 
But wait, - 


shot, don’t miss your chance | fo blow 


sae 
=| 
4 


Having trouble drawing anatomy? Just ask Origin artist Andy Kubert that can answer your questions with first-hand experience. While 
for some pointers. Struggling with dialogue that just doesn’t sound right? you'll still need to practice more than you sleep, and no school is 
Have DC editor Bob Schreck work it out the next time he stops by. a sure ticket to a gig on X-Men, the encouragement of fellow hope- 
It may sound foo good to be true, but that’s what comic college —_fuls and the guidance of seasoned pros sure can’t hurt. 
is all about. These schools offer unrivaled access to comic pros Study up fanboy, it’s time to hit the books. 


COLLEGE ESIGN 


Savannah, Georgia 
(912) 525-5100 
www.scad.edu 
Writing, Penciling, Inking, Coloring, Lettering, Printing, Distributing and Promoting—SCAD grads 
know it all. Offering both undergraduate and graduate degrees in Sequential Art, SCAD teaches you 
everything you need fo know about creating a comic. 

“Graduates from our program are at an advantage,” says Department Chairman Mark Kneece. 
“They can work in traditional roles, but they also have the skills to create a book all on their own.” 

Undergraduates begin the four-year BFA program with two years of study in both the liberal arts 
and essential drawing skills. The following years quickly catapult students into more than 16 classes 
that focus on various aspects of comic creation. Since students will offen be taking classes such as “Script- 
ing,” “Penciling and Inking” and “Coloring” all in the same semester, they are encouraged fo take 
their work from class fo class until they have a completed comic. 

Graduate study can take two to three years depending on whether students opt for the standard 
MA or the MFA with its larger course load and teaching or internship requirement. 

Yet, for the roughly 200 students paying nearly $19,000 a year in tuition, selling comics can be just 
as important as making them. That's why SCAD organizes two central events every year: Comics Art 
Forum and Editors’ Day. 

Comics Art Forum lets students interrogate, observe and just hang out with anywhere from 10 to 
20 Adlist pros. Past guests include Mike Mignola (Hellboy), Art Spiegelman (Maus), Scott McCloud (Under- 
READY, SET, DRAW The Savannah Clon of Art and — standing Comics) and numerous others. Editors’ Day brings top editors such as Bob Schreck and 
Design program includes more than 16 classes that Marvel's Axel Alonso to the school for a candid Q&A session, followed by an entire day of portfolio 
focus on various aspects of comic creation. reviews where students have a unique chance to meet with editors one on one. 


eh ee 


—— 


New York, New York 

(212) 592- 2100 
www.schoolofvisualarts.edu 
Welcome to the comic capital of the world. 

This is the city that saw Stan Lee create Spider-Man and Will Eisner invent the graphic novel. Comics 
aren't just created here, they evolve here and SVA is fixated on being as close fo that pulse as possible. 

“The most interesting people working in comics today—who are trying to bring comics to the next 
level—are working at SVA,” asserts Department Chairman Thomas Woodruff. 

Offering a BFA in Cartooning, the four-year program (roughly $17,000 a year) begins with all 
460 Cartooning and Illustration students joining the rest of the university's fine art majors in a foun- 
dation year of study in the essentials of drawing, painting and sculpting. 

During the second and third years, comics become the main focus as students study not only the techniques 
of cartooning such as penciling and inking, but also the history of the medium and its cultural significance. 

Whether they're interested in capes and spandex or moody rumination, students choose profes- 
sors to mentor their particular aspirations. Superhero fans can take classes such as “Storytelling” or 
“Drawing with Ink” with industry legends Carmine Infantino (Detective Comics) and Klaus Janson 
(Daredevil). Those with more independent tastes can find a much different perspective on those same 
topics with indy superstars Howard Cruse ( Stuck Rubber Baby) and David Mazzucchelli ( City of Glass). 

In their final year, students develop an extensive portfolio with the guidance of a professor of their choice. 

“Students focus on creating a body of work that’s meaningful to them,” says Woodruff. “After they 
graduate, several of these works have been picked up by Diamond and actually published.” FIRST €LASS On your way to a BFA in Cartooning at 

Recent alumni include Steve Uy of Marvel's Eden’s Trail mini-series and the artists behind the hit SVA, you could find yourself taking classes taught by 
indy anthology Meathaus. Carmine Infantino or Klaus Janson. 


Kubert School: J. Schulyer; Paul Jenkins: Joey lvansco 


Dover, New Jersey 
(973) 361-1327 
www.kubertsworld.com 

Admission to the Kubert School doesn’t just make you a student, it inducts you into a lifelong broth- 
erhood of comic book artists. This notoriously intensive three-year program has been called “cartoon 
boot camp” and prides itself at equipping students with everything they need to know to become suc- 
cessful comic book artists in the cutthroat commercial world. 

“There's a bond between those people who went to the Kubert School and those who are cur- 
rently going,” says Professor Mike Chen. “Only a Kubert student can truly appreciate the kind 
of rigors that another Kubert student has to undergo.” 

The curriculum may be comics, but if you're not prepared to work harder than you ever have 
in your life, you can kiss your comic-lovin’ butt goodbye. On any day, classes run from 8:30 a.m. 
to 2:30 p.m., with students expected fo draw an additional eight hours on their own. But don’t fret; 
overseeing all that drawing are some of the most legendary artists comics has ever seen. 

When Joe Kubert founded the school with his wife Muriel in 1976, it was with one simple idea in 
mind: students and working professionals drawing side by side. True to that ideal over 25 years later, Kubert 
still teaches numerous classes at the school, as do his two sons Adam and Andy. With total enrollment at 
the school capped at 110 students, this personal approach has paid off, producing a 
number of well-known industry professionals, including Rick Veitch (Aquaman), Steve 
Bissette (Swamp Thing), Tim Truman (Hawkworld) and Bart Sears (The Path). 

While the school’s primary Cartoon-Graphics program focuses on comic 
hook illustration, the school offers a separate program in Cinematic Animation. 
Sharing first-year courses to establish a foundation of drawing skills, Cartoon- 
Graphics students go on to study penciling, inking and layout while Cinematic 
Animation students learn airbrushing, computer graphics and stop motion. 

If that wasn’t enough choices, the school offers correspondence courses for 
aspiring artists unable fo cough up $12,000 a year for tuition, or unwilling to 
relocate to New Jersey. At $325 a course ($275 if you get more than one), stu- 
dents receive instruction materials, a bundle of art supplies and personal critiques 
of their assignments by Joe and the Kubert School professors. Course topics include 
Penciling, Inking and Supervillains, among several others. 

Marvel and DC both actively recruit here with annual portfolio reviews, but almost 
anyone in need of an artist has been known fo stop by shopping for talent. Often, Joe 
takes on artistic and design jobs and turns to his students to help complete the project. 
“Because of the unique reputation of the school, a lot of people come 


our way with work, either through the phone, or people write to us, or through A REGULAR JOE Founder Joe Kubert stil rogulenyisoohes classeslat 


the Website,” says Chen. “There are people that just walk up the front steps the Kubert School—and even sits in on some classes to brush up on 
milo his sills 
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7 There's only one way to become a great writer. Write. 

While there might not be any schools that offer comic writing degrees, a school with a solid Eng- 
lish and/or journalism program will provide you with the basic—and varied—skills you will need. If 
you're ever going to be a writer, you gotta know the basics. English, journalism and creative writing majors 
= will work wonders on your writing skills, not to mention dramatically increase your Scrabble scores. 
“If you don’t know how to put your ideas on paper in a clear, concise and organized fashion, 
you are not a writer,” asserts Marvel editor Axel Alonso. “All the writers | work with have that. 
Whether it’s a newcomer like Daniel Way or Peter Milligan, you ask them to write a piece of prose, 
they know how fo write it.” 

Second, don’t just read comics. If people are gonna give you a shot over what they already buy, 

then you need to offer something new. No one wants more rehashed supercrap. 
] And remember, just dragging your butt to class isn’t enough. Whether it's reporting for your 
local newspaper or subjecting friends to poetry readings, it’s your job to write as much as possible. 
Even a simple exercise like keeping a personal diary encourages you to be disciplined and write in 
J a concise, coherent manner. And the more you write, the hetter you're gonna get. 
WRITE STUFF Self-discipline is key to writing success. So what are you waiting for? 


You've got a hit comic...at least, you would if you didn’t draw like 


a rubber chicken. Or maybe you can draw, but your dialogue 
reads like the phone book. What you need is a collaborator. 
When everyone's telling you to go into something reli- 
able like plumbing, it can seem impossible to find someone 
who shares your comic aspirations. In truth, there’re droves 


i 
LOOKING FOR MR. WRITE Online forums are useful 


when it comes to finding the right collaborator. 
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SHOPPING FOR A PARTNER Comic shops are a haven for aspiring creators. 


Sell your body—of work, that is—on the ‘Net. 

Several of the most highly trafficked comics sites on the Web specialize in classified ads for aspir- 
ing creators. Best of all, they're free. 

At Digitalwebbing.com, you can post a want ad in every creative category in comics, from 
writer to colorist. “I get a lot requests from people to remove their ad after a day or two,” says Ed 
Dukeshire, the site’s founder. “They're like, ‘So many people have contacted me, my mailbox is over- 
flowing!’ A lot of people find collaborators in just a few days.” 

Another site, Comicbookclassifieds.com, lives up to ifs name as publishers post work in the 
“Now Hiring” section, while creators make their mark in the “Job Wanted” section. In order for an 
ad fo attract the right people, you need fo be clear about what you want. Explain if you're planning 
to self-publish a one-shot manga or submit a superhero mini-series to Image. 

“Stick to the point,” says Dukeshire. “Make sure to mention if you want fo see samples and 
always say whether it’s a paying gig or not. The best ads are the most straight forward.” 

Message boards for posting artwork can be even better than classified ads. Artists get instantaneous cri- 
fiques of their work while writers peruse the posts for an illustrator with just the right style for their script. 

Again leading the online pack with well over a thousands members, Digitalwebbing.com show- 
cases not only artists, but writers, too. “Everyone who's in there is either established or aspiring,” says 
Dukeshire. “The comments help artists spot little problems in their artwork and writers are always in 

there looking for someone fo draw their hook. They just feed off each other.” 
Still not enough? PencilJack.com lets artists post pin-ups, works in progress and even finished 
comics pages. 
So much material can seem overwhelming, but when you're hunting for a collaborator it’s impor- 
tant fo keep a critical eye. “You have to be as critical on your collaborators as you would be if you 
were buying the book yourself,” says Rich. “If the art or the story isn’t something you would pay 
money for, teaming with someone just fo get your book out could sink your project.” 


of other comics hopefuls out there; you just need to know 
where to look. 

“I've seen creators find each other a bunch of different ways,” 
says Oni Editor-in-Chief Jamie Rich. “I know a lot of people who 
met online or at conventions. Some even met at their local comic 
shop. You need to talk to people and keep your eyes open.” 


Comic shops are swarming with aspiring creators. Talk 
to your storeowner and he or she will probably point 
you in the direction of a dozen other customers hop- 
ing to start their own comic. Some stores even have 
bulletin boards to help aspiring creators find each other. 
In fact, if yours doesn’t, it’s an idea worth suggesting. 

“You have to hang out and get to know people,” 
says Top Shelf Publisher Chris Staros. “Meet other cre- 
ators. If you become friends, it's only a small step to 
working on a project together.” 

While you're milling about the store, flip to the 
front pages of your favorite comics. Many of the 
letterers and colorists working on these books may 
be interested in picking up work for hire. Some col- 
oring studios, such as Liquid! Graphics 
(www.go-liquid.com), employ an entire staff of 
colorists who can all work on different books at the 
same fime. Fork over the green like everybody else 
and you're on your way toa finished book. 


Wizard World: Paul Schiraldi 


While conventions may seem like a great place for nabbing autographs and getting when you're at a convention. Be a polite, yet engaging individual. Make a point to 
drunk, they also offer unrivaled opportunities to hook up with fellow creators. Keep _hit the various watering holes after the show and make friends with every artist you 
cool, pay attention and remember that pretty much everyone there wants to break ever meet.” 
in just as much as you do. 

Most major comic conventions corral independent artists together 
ina single area known as “Artisis’ Alley.” While many big names will 
he off signing at their respective company booths, these rows of tables 
contain some of the friendliest and most accessible newbie and vet- 
eran artists sitting side by side, selling artwork, signing autographs 
or just showing off. Walk on through and don’t be shy. Everyone's there 
to showcase their work and talk with people. 

“People always ask me how | got Charlie Adlard (X-Files) to draw 
my first comic,” says AiT/Planet Lar Publisher Larry Young. “I paid 
him. Artists want fo draw. They will draw for money. If you pay them 
money, they will draw. There's no secret there.” 

Another way to spot aspiring artists is to notice who's carrying 
around portfolios. 

Don’t hassle anyone waiting in line for a portfolio review, as 
they are mere minutes from their shot at the big time and probably 
don’t want fo be bothered, but feel free to chat them up while wait- 
ing for autographs or for a panel discussion to start. 

“Be everywhere,” says DC editor Bob Schreck. “Don't be quiet 


ut persistent, in getting noticed at conventions. 


PROS AND CONS Be polite, b 


HERE’S A LIST OF SOME OF THE TOP COMIC CONVENTIONS TO HIT; FOR SPECIFIC 2003 CON DATES, VISIT THE WEBSITE: 
COMIC-CON INTERNATIONAL MOCCA ART FESTIVAL 


Location: San Diego, CA Location: New York, NY 
Website: www.comic-con.org Website: www.moccany.org 
Phone: (619) 491-2475 


MEGACON 

Location: Safety Harbor, FL 
Website: www.megaconvention.com 
Phone: (727) 712-8700 


MID-OHIO CON 
Location: Mansfield, OH 
Website: www.midohiocon.com 
Phone: (419) 526-1427 


SMALL PRESS EXPO 
Location: Bethesda, MD 
Website: www.spxpo.com 


WIZARD WORLD (3 CONS A YEAR!) 
Location: Philadelphia, PA — Chicago, IL — Dallas, TX 
Website: www.wizardconventions.com 

Phone: (845) 268-8068 
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You have the ideas, you have the skills, now all you need is to 


get published. 

Go ahead, no one’s stopping you. 

No, we’re not crazy. Many creators have catapulted into 
mainstream jobs by. self-publishing, while others have carved a 
successful niche for themselves, putting out their work, month 
after month, year after year. But be warned, while self-publish- 
ing might be the most sure-fire way of getting your work out 


l 


You've completed your masterpiece. If you want anyone other than your mother to read it, you’re gonna have to get it printed. Here are some 
things you need to consider before your comic is ready for spinracks across America. 
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there, it’s:no walk in the park. 

“You don’t just self-publish for the sake of it,” tells Jeff Smith, 
who's been self-publishing his indy hit Bone for over 10 years. 
“You have to realize it’s an incredible amount of work. It’s as 
much work as the making of the comic, if you want fo succeed.” 

So, if you think you’ve got what it takes, buckle up as we 
take you through a breakneck tour of the obstacle course that is 


self-publishing. 


HAVE A PLAN 
Why do you want fo self-publish? If your lifelong dream is to write Spider-Man, 
then you might want to consider making a mini-comic. Composed of hand-stapled, 
black and white photocopies, mini-comics can be perfect for proving to an editor you're 
up for the job. “Mini-comics are absolutely vital fo anybody trying fo come in and 
be a creator,” says Top Shelf Publisher Chris Staros. “Believe me, the good mini-comics 
get noticed, and that’s how most of the people we have published were picked up.” 
The best part about mini-comics is that they cost almost nothing to make. Not 
so with regular comics. 


KNOW YOUR FUNDS 
Before you start, take a serious look at how much money you can afford to spend on your 
project—and do not spend more than that. As a self-publisher, you must provide all of 
the start-up cash, but on the flipside, you get all the profits. No small press book is going 
to make money right away, but with a regular schedule and aggressive promotions, mod- 
est success can be achieved. Be prepared fo pull the plug if you start dipping into your 
funds past your initial limit. Pouring money into a book that doesn’t sell will only make 
you bankrupt and unable fo try again with an idea that might be more successful. 


% 


THAT'S A PRINT Ask lots of questions—or show a similar comic to 
what you want—before you get your comic printed. 


GRAPHIC NOVELS vs. MINI-SERIES 
In the last few years, many small press publishers have turned fo printing original 
graphic novels instead of mini-series. Graphic novels have a longer shelf life and 
appeal to the increasing ranks of readers looking for complete stories. “If you have 
a five-issue series, you have to do five press releases, five solicitations, buy five ads 
in Previews,” says AiT/Planet Lar Publisher Larry Young. “Just finish the book, do 
one press release, one solicitation and sell the book forever.” Yet, publishing a 
graphic novel means having the entire book done upfront and paying for printing 
in one big lump—investments of time and money that might not be possible for 
the fledgling creator clocking in at QuikEMart. 


B&W VS. COLOR 
Printing in color just isn't worth it for most 
self-publishers, costing roughly three times 
as much as black and white, yet having 
litle impact on sales. “For my customers 
who would buy a small press book, color 
is nof important,” says Matt Lehman, a 
Boston retailer. “So-called ‘superhero peo- 
ple’ are less inclined fo look at a 
self-published book— 
whether it’s color or 
black and white.” 
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CHOOSING A 
PRINTER 

Be courfeous and ask 
lots of questions; these 
are the people bringing 
your baby into the world. 
With no knowledge of the 
insider lingo, the best way 
to let a printer know what 
you want is to show them. |} 
Send them a comic with the type of paper, ink and size that you'd like your comic to 
be. “A good print rep could walk my mom through the process,” relates Young. Get- 
ting a price quote from each printer will help you find the best deal. 


HERE ARE SOME PRINTERS THAT SPECIALIZE IN COMICS: 
BRENNER PRINTING CO. 


Website: www.brennerprinting.com 
Phone: (210) 349-4024 


LIVING COLOR 
Printing in color 
will add cost to 
your self-pub- 
lished product. 


MORGAN PRINTING INC. 
Website: www.morganprinting.com 
Phone: (701) 352-0640 


QUEBECOR PRINTING 


Website: www.quebecor.com 
Phone: (514) 648-1880 


Printing Press photos courtesy of Quebecor 


MAILING IT OFF 

It's better fo send digital copies of your work rather than the original art. Printers have 
to make copies of original art before going to print, but with computer scans they can 
begin printing immediately. That means, if you do the scanning, you have maximum con- 
trol over what the printed comic will look like. Plus, with disks, there's no chance of your 
art getting lost in the mail. 


HOW MANY 
Your distributor will tell you have many copies of your comic have been 


DISTRIBUT 


Like pulling a bunny out of a hat, distributors transform your comic into piles of 
cash. Distributors sell your comic fo retailers, who in turn hawk it to fans for their 
hard-earned dough. Play nice with the distributors and see your artistic vision 
spread across the globe. Don’t follow the rules, and see your comic fake up space 
in your basement. 


WHAT IS THE DIRECT MARKET 

The vast majority of comics are sold through the direct market, a.k.a. comic book 
stores. Unlike newsstands or bookstores, comics sold through the direct market are 
non-returnable, That means, once retailers order your book, they keep your comic 
and you keep their money... forever. Diamond Comic Distributors is the primary dis- 
tributor for the direct market, and unless you want to deliver your comic by hand, 
you better do what they say. 
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TAKING ORDERS To be listed in the Previews ordering catalog, you 
must send Diamond an extensive submission package. 
SUBMITTING TO DIAMOND 

Retailers order comics from Diamond through a mammoth catalog called 
Previews. In order to be listed in Previews, you must send Diamond a com- 
pleted comic and extensive submission package, which is outlined in detail on 
their Website. Have any questions? Call and ask before you drop that package 
in the mail. Your submission needs to drip with confidence and competence. 
“There's a certain amount of bluster you need to be a successful self-publisher,” 


ordered. You'll want to print enough to fill those orders, plus enough to cover 
reorders and promotional giveaways for retailers and convention goers. 

The average print run for a small press hook is 3,000 copies, although those 
on a tight budget sometimes go as low as 1,000. A 3,000 black-and-white 
print run for a 32-page comic on average quality paper costs roughly $1,300 
while 1,000 copies of the same is roughly $900. Three thousand color copies 
on glossy paper—most printers won’t print less than 3,000 copies of a color 
comic—costs roughly $3,000. 


says Young. “If you don’t think your comic is better than Frank Miller’s then you're 
dead already.” Send only the highest quality reproduction of your comic. Type 
everything. Keep your presentation as crisp and clean as possible—you must 
convince Diamond that your comic is going to make them money. 


Diamond Comic Distributors 
Website: www.diamondcomics.com 


= Phone: (410) 560-7100 


KNOW YOUR OPTIONS 

FM International and Cold Cut Distribution are two smaller distributors you should- 
n't ignore. You'll need FM International to reach retailers who don’t order from 
Diamond. Cold Cut, on the other hand, sells your comic to retailers who want to 
order if affer Diamond's 30-60 day window of opportunity has expired. 


FM International 
Website: www.fminternet.com 
Phone: (608) 271-7922 


Cold Cut Distribution 
Website: www.coldcut.com 
Phone: (831) 751-7300 


BE ON TIME 

It's simple. You want to make money. Retail- 
ers want to make money. When retailers 
order your book and it doesn’t come out, 
they lose money. When retailers lose money, 
you lose their orders and pretty soon you're 
selling your PlayStation for Ramen Noodles. 
“If you have built a degree of trust, then 
retailers are going to be more confident 
ordering your books in the future,” explains 
Smith. “You don’t have to come out every 
month, or even every other month, but you : L 
have to come out when you say you're going BYY ME Your solicitation needs 


to come out.” to scream off the page. 


SOLICITATIONS 
In Previews, you have roughly four square inches of space to convince retailers fo 
buy your book. Oh yeah, it’s surrounded by giant ads and 500 pages of other prod- 
ucts. Your solicitation needs to scream off the page while avoiding clichés. “Don’t 
tell me you're offering a ‘cutting-edge anthology,” says Lehman. “I've seen that word 
so many fimes | don’t even know what that means.” Clearly communicating your 
story and why it will sell will help convince retailers you're worth their moolah. 


From posing in Playboy to the Academy Awards, success in entertainment requires 
one thing: getting noticed. Like the fabled tree in the forest, if no one knows about 
your comic, it doesn’t exist, no matter how good itis. There’s no way to ignore this 
vital step. “The job’s not done once the comic’s completed,” says Young. “You have 
to sell it or if all means nothing.” 


love comics,” says Young. “That's a very valuable thing to have such a targeted 

segment of your audience that you want fo reach.” Find the most active boards and 
hecome part of the community. People are much more likely to check out your 
work if you “plug” it into the discussion as opposed to coming out of nowhere and 
making big announcements. And watch what you say. If your posts are thorough 
=] and insightful, then that will reflect well on you. Come across as a mud- 


slinging ass and no one is going fo give your comic a chance. 


Welcome to the Digitaf Webbing Forums. 


Digital Webbing Presents 
[nfo and comenerts on the anthology published by this website, Pus look Inside for forums Featuring 
[OW lprie Gtlest Guterallow, Archean, Burn, Shades of Blue, S.K.U.M.M- and Cameron, 


FF this s your frst vist, be sure to check out the EAQ by clicking the liek above. You may have to ranister before you can post dick the vagitar ink above to proceed To start viewing messages, 
sales the from tho selection below. 


GET A WEBSITE 

Have a destination where people can learn about and order your book. 
Keep it simple and professional looking, so even fans with pokey old 
modems can check out your work. This way you'll have somewhere to 
refer people when you're schmoozing it up on the message boards and 
at conventions. 


People pay attention to reviews; just ask Roger Ebert. Submitting your 


comic to online and magazine reviewers not only makes for free pub- 


licity, but it might get you some good quotes to tack onto an ad or the 


iborations 
lp Warfed ares fo find talent 


cover of your comic. 


Creator Community 
DBissusion relating conn 


TARGETING RETAILERS 


BRANDING 

If it's good enough for Nike, it's good enough for you. More than a snappy slogan, 
your brand is a clear, consistent undercurrent that runs through everything you do. 
“Putting out a comic is like running for president,” says Young. “If you don’t have 
a clear message, you could have the answer to all of society's ills but you won't get 
elected because people just want fo hear, ‘It's the economy, stupid.” Every time 
you write a press release, post on a message board or sell a comic, you want fo have 
a clear vision that people associate with you and your work, 


PRESS RELEASES 
Comics fans read comics news. An effective press release will convince the press 
your story is worth covering, which will convince fans that your comic is 
worth buying. A press release should read like a news story: brief and 
clear, covering the who, what, where, why and when of your forthcom- 
ing masterwork. Once complete, send it fo as many comics news outlets 
as possible: Websites, newsletters and magazines. The more fans hear 
about your comic, the more they'll feel like they're missing out if they 
don’t buy it. 


ADVERTISING 

Budgeting for advertising is an important step. Advertising will get the 
word out that your books exist without having to leave your living room. 
You should promote with advertising in Wizard, Wizard Edge and Pre- 
views. Make sure it’s a cool ad and not something thrown together with 
lots of text and/or cluttered art — the point is to have your ad noticed. 


MESSAGE BOARDS 

Navigating the Internet's nonstop jam of comics-loving chaos is no easy 
task. “Whether they're very intellectual and critically minded or the 
biggest jackasses in the world, everyone who's there is there because they 


GET THE MESSAGE Message boards can help you build your audience. 


The more retailers know about your book, the more likely they are 
to order it. “You need to convince retailers this is more than just a 
great piece of beautiful art,” says Smith. “You need to convince them 
that this is a great piece of beautiful art that someone will pay them for.” Find 
contact information for the top-selling retailers at www.the-master-list.com. 
Mail them each a packet including a preview copy of your comic and a brief 
description. Offer to help with anything they think might help sell the book, 
such as in-store signings, an original art contest, T-shirts or some other sort of 
promotional giveaway. Send a follow-up e-mail in a week or two to make sure 
they got the packet. Above all, be polite. You need these guys on your side. 


CONVENTIONS 
Welcome to the nuthouse. Conventions are the wildest, weirdest comics brouhaha 
you will ever have the fortune of stumbling into—and the perfect places to sell 


HOY DRAW Sketching is a great way to attract attention at a con. 


— 


easily scared away by a sales pitch. Be friendly but not aggressive. 
© Meet the retailers. Don’t harass them; just introduce yourself. Retail- 
ers are more likely to order comics from someone they know. 


your comic. Buying a table space at a con 
isn’t hard, but standing out in the sea of 
Klingons and centerfolds is. Here’re some 
ideas for making the most of convention 
mania: 
¢ Catch people’s attention. No one’s 
gonna notice a few comics stacked 
ona table, but everyone's gonna 
notice a few comics stacked on a 
table that looks like a pirate ship. 
© Display free stuff, cheap comics 
and regular comics. Free stuff 
attracts con goers like sailors to a 
brothel. A 50-cent mini-comic lets 


people give you a chance without someaull Ve 
coughing up a lot of cash. Your reg- a meager nibble oft | * | COPYRIGHT OFFICE 


Library of Congress 

101 Independence Ave. S.E. 
Washington, DC 20559-6000 
www.loc.gov/copyright 


COPYRIGHT 
You're already copyrighted and don’t even know it. As soon as you create 
your comic, its contents (artwork, writing, characters, etc.) belong to you. 
If anyone were fo steal your ideas, the mounds of comics you've already 
published serve as proof of your ownership. 

“The comics industry is so small, people know your stuff,” says Young. 
If you have something so cool that somebody is going to want to steal it, 
everybody is going to know who you are already.” If 
you really want to play it safe, you can register your 
work at the U.S. Copyright Office for a small fee. 


ular comics are there for all the 
people that read your mini-comic 
over their pepperoni pizza and are back for the real deal. 

e Make friends with the other pros, particularly more 
experienced ones. The small press is all about word of mouth. 
“Frank Miller, Scott McCloud, James Kochalka, myself, all go to these 
shows,” says Smith. “All these people go to these shows and they 
all have dinner together and talk about the new work that every- 
body’s got the buzz about.” 

© Sketching is a great way to attract a small crowd and 
fans love to watch pros sketch. Work quickly and offer the 
sketch to someone in return for buying a comic. 

© Don’t be a used car salesman. Comic fans are a sensitive breed, 


TRADEMARK 
Trademark covers rights to names, logos, 
titles—any symbols that are associated with 
your product. Registering trademark is com- 
plex, expensive and not something worth 
worrying about unless you're really raking in 
the dough. Then you can hire a lawyer to take 
care of it for you. 


There is only one person, or group. of people, who want you 
to succeed more than you. And that’s comic publishers. 
Every year, they brave hundreds of portfolio reviews and dig 
through endless mounds of submissions in a mad hunt for the next 
big thing that will change comics forever and make them filthy rich. 


NSE 


UBLTOnE 


But even if you're the hottest thing since the Human Torch, 


you need to know how to get your work in front of the right 
eyes, and what to do when it gets there. Here are some tips 
for proving that you've got the talent and the gusto to bring 
home the bacon. 


Working an internship might mean long 
hours at the Xerox machine and coffee 
burns galore, but those copies and cap- 
puccinos are for the editors and 
publishers that could end up giving you 
a paying gig. “Proximity never hurts,” 
says Marvel editor Axel Alonso. “It’s 
shown that a number of people who 
started at internships have worked up 
to bigger and better things.” 


APPLYING 

Most companies send internship infor- 
mation to college career centers or list 
it on their Website. Cover letters and 
résumés are central to your bid to 
become Intern Supreme, but don’t worry, 
a quick online search will pop up dozens 
of sites designed to help you master these 
forms. The application might also require 
writing samples and you'll definitely want 
to include a self-addressed stamped 
envelope so they can reply. Be enthusi- 
astic about the job, but keep your 
application formal. Fanboy rants are best 
left to the message boards. 


INTERVIEWS 
You might be shaking in your sneakers 
but buck up; interviews are all about 


making a good impression. Good hygiene §4§¢ ff UB Remember, all those grunt tasks you do as an intern may lead to permanent employment. 


is a must. Leave the T-shirt and shorts 
at home. Listening closely to your interviewer will make it easier to answer ques- 
tions politely and clearly. “You're walking a fine line,” says Alonso. “One needs 
to be persistent but not pushy. Eager, but not overeager.” Avoid babbling on and 
on and never criticize other professionals. The comic industry is a small pond 
and talking trash about someone's drinking buddy is a sure way to tick off some 
big fish. 


YOU'RE HIRED 

Whether you're stuck with data entry or stamp licking, busting your butt is the 
hest way to impress your new co-workers. People remember when you make 
their work load a little lighter, not to mention they'll be amazed by the insane 
passion for comics that drives you to do such mundane tasks for no pay. Mean- 
while, it’s a good idea fo have a portfolio or proposals close at hand, although 
harassing people with submissions when they're frying to work is a definite no- 
no. “If you feel a conversation is naturally progressing to that point, go ahead 
and mention your work,” says Alonso. “But normally, if an editor wants to see 
your work, they'll ask.” 


HERE ARE SOME COMPANIES THAT OFFER INTERNSHIPS: 


DARK HORSE COMICS 
ATTN: Internships 

10956 SE Main Street 
Milwaukie, OR 97222 


DC COMICS 

Attn: Internship Coordinator 
1700 Broadway 

New York, NY 10019 


HARRIS COMICS 

Attn: Internship Coordinator 
1115 Broadway 

8th Floor 

New York, NY 10010 


IMAGE COMICS 

Attn: Internship Coordinator 
1071 N. Batavia Street, Suite A 
Orange, CA 92867 


MARVEL ENTERPRISES, INC. 
Attn: Internship Program Coordinator 
10 East 40th St. 

New York, NY 1000 


TOP COW PRODUCTIONS 
Atin: Internship Coordinator 
1223 Wilshire Blvd. #496 
Santa Monica, CA 90401 


Photos: Paul Schiraldi 


Internships might get you close to the action but there's only one way to land a gig. 
Knowing how to craft your submission can be as important as the writing and draw- 
ing itself. This is your chance to strut your stuff, so don’t trip yourself up with a 
sloppy portfolio or stale proposal. 


ARTISTS (THE PORTFOLIO REVIEW) 

You have fo smack an editor right in the gut. After grueling hours of looking at art- 
work when they could be off having free drinks with their buddies, editors want to 
see art that’s a winner right out of the gate. Knowing what they want to see and 
how they want fo see it is essential if you expect to impress battered, bleary-eyed 
editors enough to score a job. 


DRESS 10 IMPRESS Frontload your portfolio with your best work to impress editors right off the bat. 


STAY STRONG 

While that first sketch you drew in physics six years ago might have a special place 
in your heart, it has no place in your portfolio. Only show your best, most recent work. 
“Often times you open a portfolio and go ‘ugh’ only to flip towards the back and go 
‘oooh’ as you get to the end,” tells DC editor Bob Schreck. “That's a bit of a rope-o- 
dope and pretty annoying. | want to see your best work first.” 


SEQUENTIAL ART 

Comics are all about telling stories; pin-ups don’t show editors what they need to see. 
“An artist showing pin-ups is like a writer showing individual sentences,” says Oni 
Editor-In-Chief Jamie Rich. “We need to see that an arfist can do panel to panel story- 
telling because that’s what we're hiring them to do.” 


DIVERSITY 

Comic artists are called upon to draw everything from alien spacecraft to a piece of cheese 
and your portfolio should reflect your ability to cover that ferrifory. Draw group scenes 
and solo scenes, fight scenes and street scenes, people in costume and people in regular 
clothes. Breaking your portfolio into two or three shorter stories instead of one long one 
might help you cover all the bases, while still spinning a coherent yarn. 


ACT LIKE A PRO 
Be polite, listen closely and never, ever argue with an editor. “That is the worst 
thing an aspiring artist can do,” says Schreck. “Often they don’t mean to argue, 


but we are not there fo hear excuses. We don’t need to know the back-story of 
the decisions you made. You are there for critique.” Listen, learn and don’t take 
anything personally. 


WRITERS 

Breaking in as a writer is like climbing Mt. Everest: just because it’s claimed to be impos- 
sible shouldn't stop anyone from trying. Writers need to be quick on their toes, 
always ready for the perfect moment to spring a pitch or hand over a proposal. 


TIMING IS EVERYTHING 


Without the benefit of organized portfolio reviews, writers must be savvy enough to 


know the ideal times to present their proposals. First, don’t harass editors when they're 
off duty. Buy them a couple rounds at the bar, don’t remind them of their job and they'll 
he much more receptive when you show up with pitches the next day. Second, never inter- 
rupt editors when they're busy. “Keep an eye out for any time a publisher's booth is 
relatively unattended,” says Top Shelf Publisher Chris Staros. “If you see three or four 
people attempting to buy books and you're monopolizing an editor's time, you're not 
making a good impression.” 


TARGETING 

You need to do your homework and target those publishers and editors that publish 
comics most similar fo your proposed project. “If someone is looking to do Celestial 
Quest 2 they better know I’m not the editor for it,” says Alonso. “The reason editors 
work with certain writers and artists over and over again is because they have sim- 
ilar tastes.” Also, talk to assistant edifors. They may not be able to give you a job directly, 
but they can bring your work fo the attention of editors who don't have as much time 
to weed through up and comers. 


KEEP IT SHORT AND SWEET 

You might think you're the next Alan Moore, but no one is going to read a 100- 
page proposal. A pitch should be no more than a page and contain a concise summary 
of the entire story from beginning to end. Keep it exciting while boiling the tale 
down to its hare essentials. After that, most publishers like to see a full script sam- 
ple, usually running about 8 to 12 pages. 


EDG 
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Still think that your dream of making it as a comic pro are comic creators rose from humble beginnings to become the 
unattainable? Well take a look at how some of your favorite stars that they are today. 


BILL WILLINGHAM holts of storytelling. | was born with a crayon in my hand. I’ve always drawn, but it 
CURRENT WORK: Fables (DC/Vertigo) was the first time | had to deal with ink. It had always been penciling or painting, 
FIRST PUBLISHED WORK: Valeria (First Comics) not this sheer, high-contrast black and white illustration. | was studying everything, 
DAY JOB BEFORE COMICS: Designer in the art department at TSR rebuying the comics | had as a kid, rediscovering Jack Kirby and Alex Toth. Every wak- 
WHAT | LEARNED: “The person trying fo get work and the person actually get- _, ing hour was just a passionate crash course in comics history, 
ting the work done have to be two entirely different people. The skills and the drive, comics structure, comics storytelling, and just 
everything that you need to do to get work is all really social, glad-hand- craft, craft, craft. Everything before 
ing, but to actually do the work you have to be willing to be alone in a Madman | would say was my educa- 
room for eight or more hours a day to get the stuff done. The tional period and Madman was when | 
hardest part was the transition to sitting down with that really feel like | became a professional.” 

first big blank page; now it’s your job to fill it with stuff.” ADVICE | WOULD GIVE: “The best advice | could give 
ADVICE | WOULD GIVE: “If you are determined to do is: do it for yourself. Do it as a labor of love. Do it because you 
your own story and comic, make sure it is a good one because have to do it, hecause it just gives you great joy. If you're not 
a page of comics is such a difficult thing to pro- experiencing that joy, that love, that passion, then you won't be able 
duce. Why waste your time on anything to get through the frustrations that will come later. Unless somebody 
but something you are just dying to is just a phenomenal talent that explodes into the industry like Frank Cho or Jeff 
do? Make sure it’s worth it.” Smith, it’s quaranteed to be very difficult for you. There will be 


ae people who will not give you the right words of encourage- 
JAMES KOCHALKA ment, and if you don’t have that ‘must do’ passion 
CURRENT WORK: The Sketchbook Diaries, Monkey vs. Robot (above 


— ~\, forit, itwill be crushing and will destroy you.” 
right), The Crystal of Power (Top Shelf Productions) : =< a s 
FIRST PUBLISHED WORK: little Mister Man (Slave Labor Graphics) MIKE KUNKEL 


DAY JOB BEFORE COMICS: Waiter at the Peking Duck House in CURRENT WORK: Herobear and 
Winooski, Vermont O tr & : the Kid (Astonish Comics) 
WHAT | LEARNED: “My first professionally published thing | totally ee = A. FIRST PUBLISHED WORK: Her- 


obear and the Kid (Astonish Comics) 
DAY JOB BEFORE COMICS: Story 
artist for Disney 
WHAT | LEARNED: “Don’t solicit until 
your book is done or just about done. Dead- 
ZA \ines have really plagued me. Instead of 
4, treating them just as monthly books, | treat 
each issue as bigger than the last, refining 
each one. I'm my own worst enemy.” 
ADVICE | WOULD GIVE: “Have fun with if. 
Don’t do the book for other people. If you're trying to please 
&/ other people and you're not happy with if und they wind up not lik- 
> ing it, then nobody is going to like it. Think about what you 
\_ are creating and know where you are going to go with it, 
so you know what you are going to be offering an 
audience. That's as philosophical as | can get. That, 
and make sure you have lots of marshmallows next 
to you to keep you up late af night.” 


FRANK CHO 

CURRENT WORK: Liberty Meadows (at left) (Image) 
FIRST PUBLISHED WORK: University’ (Insight Studios) 
DAY JOB BEFORE COMICS: Nursing student at 
University of Maryland 


choked on. It just didn’t have the life in it that my mini-comics did and it definitely 
seemed strangled in some fashion. The comics that | did before that one were bet- 
ter and the comics | did after that one were better. The pressure was just too intense 
| guess. | wanted it fo be liked. That is one thing that | learned. Instead of trying 
to draw something that people are going to like, | just draw some- 
thing that | know I’m going to like.” 

ADVICE | WOULD GIVE: “It’s very tempting to 
draw something which you think will 
appeal fo the publisher or to try 
to draw something that 
you think might get pub- 
lished. What you should 
do instead is just draw 
the comic you want to 
read. It takes a while to find \. 
your voice. The important thing in 
that case is to just draw a lot of comics, 
as many as you can. Eventually your voice 
will just emerge out of that.” 


MIKE ALLRED 
CURRENT WORK: X-Statix (Marvel) 
FIRST PUBLISHED WORK: Dead 
Air (Slave Labor Graphics) 

DAY JOB BEFORE COMICS: TV reporter for AFRTS, 
the Armed Forces Radio and Television Service 
WHAT | LEARNED: “I tried to really figure out the nuts and 


WHAT | LEARNED: “Meeting 
, deadlines. | was going to 
school and the work- 
load—homework, 
reports, all that 
stuff—was pretty bad. 


FOLLOW YOUR HEART Successful pros encourage young cre 
ators to find a project that has meaning and stick with it. 


Finding time to sit down and 
draw was tough. That was one 
of the biggest hurdles.” NS 

ADVICE! WOULD GIVE: “Be W > 

very professional and just keep \y (2 
drawing. A lot of the art students | \' . 
meet don’t have that professional / 
mentality, it just seems like they think \¥y 
they're going to be the next superstar 
because they have a weird quirky style about them. You might have 
style, but your drawing skill needs to be up to the professional level. Once 
you get your drawing skill—once you learn how to draw basically, then you 
should play around with developing style.” 


DAVID MACK 

CURRENT WORK: Kabuki (Image) 

FIRST PUBLISHED WORK: Kabuki: Circle of Blood (Caliber) 

DAY JOB BEFORE COMICS: Student at Northern Kentucky University 
WHAT | LEARNED: “I real- 
ized that there's this cool stuff | 
| want to do, and | want peo- | 
ple to read it, but in order for | 
people to get it in their hands, 
it has fo be in the comic book 
store. In order for it fo be in the 
store, it has to have a decent 
place in the Previews catalog. 
All these things have to happen 
before it makes it fo its audi- 
ence, so | was very proactive | 
with making if as easy as pos- 
sible for retailers fo order the | 
book. Before Kabukiwas pub- | 
lished, | would make these little | 
ashcans. | wanted to give refail- | 
ers a reason fo order this book } 
they've never seen before. | | 
realized there was really no | 
reason for them to order it blind | 
when they could order other 
books they knew were going to 
come out and they knew were 
going to sell.” 

ADVICE | WOULD GIVE: “Keep a general attitude of being proactive. | think a lot 
of people are looking for the secret handshake or just waiting for something to fall in 
their lap. Find out how it works and where you need fo mail your work. You need to start 
knowing what kind of publisher you would prefer and what kind of book you would pre- 
fer fo do. Basically that’s what | tried to do, just do the book | wanted to do. It’s best to 
just create your own niche in the industry that way. Keep mailing it to the editors. Per- 
sistence pays off. Nothing takes the place of just constantly doing it and constantly 
practicing it. Every time you do work, make a conscious effort to improve with every try.” 


JIM MAKFOOD 

CURRENT WORK: Grel Scouts: Work Sucks (Image) 

FIRST PUBLISHED WORK: Girlscouts (400z. Comics) 

DAY JOB BEFORE COMICS: Janitor at the Kansas City Art Institute where he was 
also a student 

WHAT | LEARNED: “The hardest part was just the production work of if. Where am 
| going fo get it printed, how many copies am I going to do, and so on. | had to actu- 
ally drive around the city and set them up at stores. The actual work wasn’t that 
hard, ‘cause | was really driven and motivated to start writing and telling my own 
stories. The cool thing was that no one knew who | was, so | didn’t care what any- 
body was going to think. | was just drawing these comics for myself just saying | was 


DREAM SEQUENCE In order to see your dream 
become a reality, be prepared for hard work. 


just going to have fun writing and 
drawing what | wont, and finally ond 
€ / put it out and see if anyone responds 
s-14 toit. You just go down to Kinko's and 
¢ J do your own comic and then you put if 
out. That's the way that everything hap- 
pened for me.” 
ADVICE | WOULD GIVE: “Do what you 
think is going to make you stand out and make you unique 
in the industry. If you want to do horror comics or superhero 
comics or black and white indy underground comics, 
do what makes you happy. Work hard at it 
and get if out there, and if it's good, 
someone is going to pay attention 
to it. For the indy kids, | think 
it a good idea to pay your dues 
and print your own mini-comics. 
Have a book to hand fo people. 
It’s a complicated, hard thing where 
you do have to pay several years of 
dues, but once you get in, it’s rewarding.” 


STEVE NILES 
CURRENT WORK: 30 Days of Night (IDW Pub- 
ishing) 

FIRST PUBLISHED WORK: Fly in My Eye (Arcane 
Comics) 

DAYJOB BEFORE COMICS: Played in a band for 10 years, 
also was a short order cook and comic store clerk in Washing- 
ion, D.C, Pittsburgh, and Minnesota 

WHAT | LEARNED: “When | finally sat down to start writing, 
| realized I'd never seen a comic script. | called everybody | 
knew fo send me scripts, and they were all completely different. You 
realize in comics, there is no format. That was really one of toughest 
things—finding your voice, finding your style, figuring out how to do 
it. When you do a movie script or you write a prose book, there's 
really only one way to do it. With comics it's just all over the place.” 
ADVICE | WOULD GIVE: “The best advice is the oldest advice: 
Don’t give up. Don’t give up and constantly try to reinvent yourself. 
If you get rejected on a Spider-Man proposal, then furn around and 
write something for yourself. Ditch the character, write something on 
your own, from your own. Just don’t give up because unless it's an 
absolute gem, nobody's going fo grab it right away. Persistence is going to help you 
to learn how fo write better, how to pitch better. Just keep pounding. Keep writing.” 


TERRY MOORE 

CURRENT WORK: Strangers in Paradise (Abstract Studios) 

FIRST PUBLISHED WORK: Strangers in Paradise (Abstract Studios) 

DAY JOB BEFORE COMICS: Television editor 

WHAT I LEARNED: “The first big, huge mistake | made was a business mistake. | wos 
talking to stores and | began offering them prices that | was offering distributors. | got 
phone calls real fast from distributors saying you just broke mob rule here and we are 
going to send Vinny and Guido out fo see you. | learned real quick not to play around 
with the business side. You have retailers, you have distributors, and they are your busi- 
ness partners. Don’t mess up one to help another. | learned real fast that it was not just 
me putting the book out, it was me and 300 business partners in the form of retail- 
ers and distributors.” 

ADVICE | WOULD GIVE: “I think the most important thing when you are starting 
is confidence and persistence. If | had to boil it down to one sentence, I'd have to say 
that your point of view is the strongest asset you have. Your point of view has fo be 
that you belong here, you can do this, and here you are doing it. If you have that point 
of view, it’s amazing how many obstacles that takes care of. It will work. Get your head 
on straight and believe in yourself. After that it’s just hard work.” @ 
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wallet too badly. And the indy book lovers are as loyal as 


| comic collectibles. any fans in comics, so they're down for showing their pride. 
Some of your favorite indy publishers serve up plenty Check out all this great swag from your favorite companies 
of cool comic “Stuff” that not only kicks ass but won't dent your on the EDGE! 


LOVE FOR SALE! 


And its totally legal (just like certain spots 
in Nevada)! If you wanna spice up your 
romantic life, pick up BroadSword Comics’ 
Tarot: Witch of the Black Rose Love Kit in 
February, just in time for Valentine’s Day. 
The Love Kit includes a 6 1/2” by 10” litho 
of Tarot, a vial of “Tarot’s Love Potion” fra- 
grance and a Love Spell parchment on how 
to add some “magick” to your love life. 
The Love Kit retails for $20, and you can 
order and check out the full image of Tarot 
at www.jimbalent.com. 
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TIKI T-SHIRT: 


If you’re into Polynesian pop culture, Mixologist Beach Bum 
Berry or tipping back a few, then be sure to procure these 
kick-ass tees based on Berry's cult favorite Intoxica book from 
Amaze Ink/SLG Publishing (www.slavelabor.com)! Both shirts 
were designed by Scott Saavedra and will be available come * 
February. Look for two different styles: The Club Tiki shirt for : 
$17.95 (S-XL) and $18.95 (XXL) and the Intoxica! shirt, which < 
retails for $16.95 (S-XL) and XXL ($17.95). Remember: Aloha : 
means “Buy these shirts!” 


: THESE TEES AIN'T 
: FOR TEETOTALERS 


Tony Millionaire's hit Maakies comic strip is an homage to all the per- 
> verts and drunks of the world. If you fit that bill, then you'll wanna pick 
: up these cool Maakies T-shirts from Dark Horse Comics (www.dark 
> horse.com) on Feb. 26. There’re two styles of tees, but both come in 
> sizes ranging from M-XL ($17.99) to XXL ($19.99). And be sure to tip 
: your bartender! 


A STRANGER IN THE 
BATHTUB 


Look out: Katchoo gets slippery when she’s wet! And 
who wouldn't want to slip into the tub with this beauty 
from Terry Moore's hit series, Strangers in Paradise? 
; Produced by Moore Creations (www.mooreaction.com), 
" CLIAABI NG 9s 22 the SiP: Bathing Beauty Katchoo Statue was sculpted 
OUT ee by Clayburn Moore and features Katchoo in her 

: leather jacket, a gun in one hand and a drink in the 

other. This piece is available now, and can be 
yours for $59. Just be sure to leave your rubber 


ducky at home. 


BY BRIAN RALPH 
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“CLIMBING OUT’ 
CLOTHING 


Critically acclaimed creator Brian Ralph (Cave-In) 
has a new graphic novel coming out in February | 
from Highwater Books (www.highwaterbooks.com) ; 
called Climbing Out, and to celebrate the event, 
he’s also producing four T-shirts featuring characters from the 
upcoming project. Pick up the Monkey, Moleman, Caveman and Oldman 
tees in February, with each one retailing for $15 and ranging in sizes 
from Small to Extra-Large. 
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. TURTLE 
- POWER! 


The granddaddy of all indepen- 
dent books, Teenage Mutant Ninja 
Turtles, is back in the spotlight 
once again, and Previews is get- 
ting in on the ground floor 
with this TMNT: Leonardo 
Statue! Available right now, 
Leo stands about 9” tall and 
sports his katana sword in the 
ready position. Pick yours up for 
$120, and don’t forget the pizza 
with extra pepperoni! 


Got a hole in your favorite pair of jeans, fanboy? Or 
maybe you just wanna spruce up your backpack? 
Then be sure to pick up any or all of these embroidered 
patches from Oni Press (www.onipress.com)! The four 
patches include the logos for Oni, Pounded, Blue 
Monday and Queen & Country. The patches retail for 
$7.95 each and are available right now. 
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ALL DOLLED UP 


Aww...isn’t she sweet (and a little bit 
creepy)? What else would you expect 
from Annabelle, one of the featured 
players from Amaze Ink/SLG Pub- 
lishing’s Nightmares & Fairy Tales? 
Annabelle measures 19” long, is 
available right now—in her 
casket carrying case—and 
can be yours for just 
$28.95. And 
wouldn’t she 


make the perfect 
gift for any mal- 
adjusted young kid? 
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BONE UP YOUR TPBS 


Got a bone to pick with your bookshelf? Don’t chastise it; just pick up a set ¢ 
of Bone Limited Edition Fone Bone & Rat Creature Bookends, available now : 
from Cartoon Books (www.boneville.com). Fone Bone’s dodging one of : 
those stupid, stupid Rat Creatures in this deluxe gift set, which not only § 
includes these highly detailed bookends, but also comes with a hardcover : 
copy of Bone: Out from Boneville and a full-color bookplate signed by Bone * 
creator Jeff Smith! Pick up your set now for $199.99, and keep those trades : 


from falling over. 


QUEEN FOR A DAY 


Hey, if you’re not reading Greg Rucka’s Queen & 
Country spy series from Oni Press, you're missing the 
boat chumpsky! So show your love to Rucka and 
series star Tara Chace by picking up one of these 
Queen & Country T-shirts from Graphitti Designs 
(www.graphittidesigns.com)! Featuring stunning 
Tim Sale artwork of the icy cool British special agent, 
the Q&C tee can be purchased right now, and comes 
in sizes ranging from S-XL (&17.95) to XXL (for 
$20.95) for the really big Q&C fans. 


DECK YOUR HALLS 


Where's the mistletoe when you need it? Every day 
can be Christmas if you take home Electric Tiki’s brand- 
new Jingle Belle statue, based on the mischievous 
creation of Paul Dini for Oni Press. This statue of Santa's 
rebellious daughter—available now!—was designed 
by Tracey Mark Lee, sculpted by Tony Cipriano and 
stands 7” tall. The statue comes in two editions: a reg- 
ular version limited fo 1,000 pieces for $59 each; and 
an ultra-rare artist's proof (100 pieces) signed and 
re-marked by Dini for $120. 


ROADBLOCK | 


REAL AMERICAN MINI-BUSTS 


If you haven’t seen the kick-ass G.I. Joe and Cobra mini-busts from Palisades Toys, you may need a Section 8! Snake-Eyes and Storm 
Shadow were the first two releases, but there are three more busts that you can get your hands on now! Be sure to pick up Road- 
block, the Joes’ heavy machine gunner, and the Baroness, Cobra’s top counter- intelligence agent, right this minute! And in February, 
be on the lookout for Destro, Cobra’s weapons master extraordinaire! All three busts stand around 6” tall and retail for $45 each. 
So head fo your comic PX and enlist them for your collection already! 
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STICKER PACH 


SNAKE CHARMERS 


If there’s one thing that Cobra has going for it, it’s the fact 
that they’re truly dripping with evil, thanks to all the vile, 
conflicting personalities that make up their ranks! Show your 
love of Cobra by picking up the G.I. Joe: The Villains of 
Cobra Wall Scroll from Dynamic Forces (www.dynamic 
forces.com). This wall scroll sports Cobra Commander, 
Destro, Storm Shadow, Zartan and two kick-ass Cobra 
Vipers, measures 27” by 34” and is available now for 
$16.99. Cobraaaaaa! oe) 


HELLBOY BONANZA 


The Seventh Circle of Hell has exploded and bombarded our plane 
of existence with tons of kick-ass Hellboy merchandise! Available 
right now is the Hellboy: B.P.R.D. coffee mug ($9.99) and Sticker 
Pack ($6.99). Then on March 26, look for both the B.P.R.D. base- 
ball hat ($17.99) and the amazing Mike Mignola: The Art of Hellboy 
Hardcover ($49.95). The Art of Hellboy serves up 200 pages worth 
of Mignola’s sensational Hellboy art, including unpublished pages, 
unused covers and 10 years’ worth of sketches! 
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ARE YOU AN ARTSY FARTSY LOSERP TIRED OF WASTING YOUR LIFE PHOTOCOPYING MINICOMICS THAT 
NOBODY WILL EVER READP SICK OF GETTING REJECTION LETTER AFTER REJECTION LETTER FROM 
IMAGE, MARVEL AND DCP OF COURSE wu ae THEN IT'S TIME TO... 


ITM FRANK CHlo, CREATOR THATS RIGHT, SCOTT, SELLING 
OF THE MAINSTREAM HIT, = OUT IS THE QUICKEST AND 
LIBERTY MEADOWS. © _] | | EASIEST WAY To ACHIEVE THE 
/ a SUCCESS YOU'VE ALWAYS 


Hl, 1M 
SCOTT KURTZ. 
CREATOR oF THE 
by HIGHLY SUCCESSFUL 
A 'WEBITRIP VP. 


WE'RE LIVING OUR a) 
DREAM, DRAWING COMICS | |g SI 
FULL TWE. YoU CAN Too. | Mamie 1) 


o,. 


IMGLAD You ASKED, SCOTT. LIKE FRANK | | SECOND, KEEP YOUR STORIES STINKIN | 
YOU CAN SELL OUT IN THREE MILLER. LIGHT AND FUN. YoUR ANGST HIPPIE. 
EASY STEPS. FIRST, LEARN FILLED AUTOBIOGRAPHICAL fag ae 
HoW To PRAW! KEEP YoUR RECOUNTING If DEPRESSING AS 
ART CLEAN AND FAY To HELL. WE STARTED READING 
Follow. YoU CAN BREAK COMICS To ESCAPE OUR LIVES. » 
NEW ARTISTIC GROUND WE SURE AS HELL DON'T WANT ° 
AFTER YOU'RE RICH. TO READ ABOUT YOURS. a 
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IF THESE STEPS DON'T Work, 
SIMPLY KISS WIZARDS ASS 
UNTIL THEY PUT YoU IN THEIR 


MAGAZINE. 


FINALLY ADD A HoT BUSTY. CHICK 
To YOUR Book. KIDS WILL LOVE IT. 


FORA COMPLETE TRANSCRIPT OF THIS STRIP, SEND A SELF sooResseo STAMPED ENVELOPE AND A SHOEBOX ‘OF 
20 DOLLAR BILLS TO FRANK CHO AND SCOTT KURTZ'S ART OF SELLING OUT C/O WIZARD EDGE MAGAZINE. 
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